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1— SWINGING SAM- 
PLER, holds 100 brush- 
es from 3-Point Line. 


2—COUNTER SAM- 
PLER, holds 67 brush- 


| es from 3-Point Line. 


3—VARIETY VEND- 


| ERS, in eight different 
| groupings from 3- 
| Point Line. 
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26 WORLD’S FASTEST-SELLING BRUSHES 
NOW AVAILABLE IN ONE CONDENSED LINE 


To make money on brushes, adopt Wooster’s 3-Point 
Merchandising System. You stock only 26 numbers, all 
selected because they are the fastest-moving brushes, 
the most popular in our entire line, all packaged in your 
choice of three super-selling displays. No unwieldy stock. 
No big investment. Instead, quick sales and generous 
profits. Weigh the facts, get your jobber salesman to 
show this carefully selected, condensed line — and your 
selection is bound to be Wooster! 


THE 3-POINT MERCHANDISING SYSTEM 


for selling 


WOOSTER == BRUSHES 


THE WOOSTER BRUSH COMPANY 
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Pictured Above: 
THE PERFECTION TABLE-TOP 
MODEL R-868 


Five Perfection High-Power burners. Per- 
fection “Live-Heat” Type Oven. Separate 
reservoirs for oven burners and top burners. 
Complete Oven Burner Set, mounted on shelf, 
slides forward for convenience. Can be en- 
tirely removed from range and placed in ac- 
cessory frame to make an extra portable stove. 
Refueling, and every operation accomplished 
entirely from the front. Heavy insulation un- 
der working surface of “Table-Top!” Porce- 
lain enameled on all exterior finished sur- 
faces including burner chimneys and oven lin- 
ing. Finished in pure white with black trim. 
Accessories sold separately include cooking 
top cover, electric lamp, timer, condiment 


set, and frame for use with oven burner set. 





























NEVER BEFORE has such appealing beauty been 
offered with Perfection’s High-Power Burners and famous 
“Live-Heat” Oven. 


NEVER BEFORE has any Perfection model received 
such enthusiastic acclaim from oil stove buyers as the 
two ranges above. 


NEVER BEFORE has the oil burning industry enjoyed 
a more solid growth. United States Department of Com- 
merce figures now reveal it as the fastest growing division 
of the heating and cooking industry. 


NEVER BEFORE has Perfection—for many years 
the industry’s leading advertiser—backed up dealer sell- 
ing with such an avalanche of advertising messages. In 
all— 102,000,000 messages will be delivered right 


102,000,000 ADVERTISING MESSAGES 
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into the homes of potential stove customers this spring. 


NEVER BEFORE has the economy and satisfaction of 
cooking with kerosene, the Perfection way, been more 
sharply emphasized than today. 


NEVER BEFORE have you been offered such an 
opportunity for increasing your profits by building volume 
on the combined lines of Perfection oil burning equipment. 
You can merchandise ranges, stoves, accessories, wicks, 
space heaters, room heaters and water heaters, in sizes 
and styles for every purse and purpose. It will 
pay you to get full details. Send today for 1939 
catalog and price list. 


PERFECTION STOVE COMPANY 
7165-A Platt Avenue €.% Cleveland, Ohio 
A . A 
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Pictured Above: 
THE PERFECTION “ELBOW-HIGH” 
OVEN MODEL R-869 


Five Perfection High-Power burners. Per 
fection “Live-Heat” Type Oven above level 
of cooking top. Single Two-Gallon Reservoir, 
neatly concealed under cooking top supplies 


all burners. 


Burner Compartment Door swings down ani 
out of the way while lighting and cooking 

or burners may be operated with door closed. 
Oven Heat Indicator on side panel of oven. 
Refueling and every operation accomplished 


entirely from the front. 


Porcelain enameled on all exterior finished 
surfaces including burner chimneys and 
oven lining. Choice of finishes in pure white 
and black or cream-white and black. Choice 
of right or left-hand ovens. 


Yi @)? 

















prove that these five recent Savage ¢ 
. Miia, 
are just what thousands upgg 


+ a 


, 


e 
<= 


WIDESPREAD ADVERTISING 


will help to boost the popularity of these Savage Products to new highs this year 
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Send coupon for merchandising cooperation 
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Savage AUTOMATIC .22 Rifles 


Appeal to a huge market of men, women, and youths everywhere. Simple 
... fast... fascinating. Tubular Magazine Model 6 and new, Clip Mag- 
azine Model 7. Perfected action. 


Savage UTILITY Gun 


For the first time, two arms ... Hi-Power Rifle and Shotgun . . . for 
Jess than the usual price of a Hi-Power Rifle alone! 

Barrels quickly interchangeable. Rifle barrel, cal. 30/30 or .22 Hornet. 
Shotgun barrel, 12, 16 or 20 gauge. 


Savage .22 Hornet 


Shoots the world’s finest woodchuck, squirrel, and small game cartridge! 
Fast ... long range . . . accurate . . . effective. Now priced within reach 
of thousands. 


Savage OVER and UNDER Shotgu 


12, 16 and 20 Gauge * 
A beautiful, modern, streamlined gun that represents an astonishing value 
to the shooter who likes a single sighting line. 


Savage AUTOMATIC Shotgun with Poly-choke 


12 and 16 Gauge 
Enables the shooter to adjust the choke with a mere twist of the finger. 
Adapts one gun for all kinds of wing shooting—wild-fowl, upland game, 
skeet, and trap. Standard gun, without poly-choke, $43.50. 


» oe = Lola rrleelanians 
SAVAGE ARMS CORPORATIO 
Dept. L-31, Utica, N.Y- 
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Model 6 
To retail at 


16” 


Model 7 
To retail at 


14” 


To retail at 


17 


Model 23-D 
To retail at 


‘29 


Model 420 
To retail at 


*35” 


Model 726-P 
3-Shot 
Model 720-P 
5-Shot 
To retail at 


‘50° 
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GREATEST 
ADVANCE 
IN HINGE 
CONSTRUCTION 
IN 40 YEARS! 
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HARDWARE 


Anyone who knows the shortcomings of the 
common winged type of non-rising pin in door 
butts will appreciate that at last, this new Stanley 
design is the simple solution of the problem. 

a * 

The non-rising feature of this new pin is secured 
by means of a split ring attached in a groove 
in the pin. This split ring fits into a ket 
formed in the bottom of the top heals of 
the butt. When the pin, through the action of 
the door, attempts to rise, the split ring comes 
in contact with the inside of the knuckle above 
the pocket and is prevented from further rising. 


ORDER FROM YOUR JOBBER 


Outstanding features of the new pin are: extreme 
simplicity in construction, its effectiveness in opera- 
tion and its ease in setting and withdrawing. 

e = 

This new pin is further evidence that Stanley 

maintains its leadership in hinge construction. 
* * 

It is impossible to so schedule production to 
introduce this new feature into all class numbers, 
sizes and finishes simultaneously, but from now on 
this is our standard type of pin and eventually it will 
appear in all plain joint butts of the 241 grade and 
up. The Stanley Works, New Britain, Conn. 


STANLEY 


TRADE MARK 


CAREFREE 


FOR 


DOORS 
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Over 250,000 Autoyre Clip-On Racks have been sold in but a few months! That’s because 













housewives have long needed a handy rack for dish towels, wash cloths, etc. @ The Clip-On 
Rack clips onto apron-type sinks and basins; and, inverted, it fastens eins glass shelves. No 
screws, no fitting necessary! @ Smartly-styled, novel and practical, this utility item has instant 
sales appeal. It is constructed of metal specially treated for durability and is Andidequeened 
with a heavy-duty, high-lustre chrome finish. Each rack is fastened to an attractive card which 
illustrates its various uses. y%& Feature the Autoyre Clip-On in window and on counters during 


Ne National Hardware Week for profitable, volume sales in your community. 


Ask your jobber, or write today for descriptive literature. 


THE AUTOYRE COMPANY, OAKVILLE, CONN. 
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How to make EXTRA PROFITS 


out of Spring Housecleaning 





1 MILLIONS OF HOUSEWIVES are about to buy new brooms, 
soap, cleanser, floor wax, and other items of spring houseclean- 
ing. Many of your customers will also buy new Edison MAZDA 
lamps to make their homes brighter, fresher. Try selling the 
100 watt size at only 15c for their I.E.S. table, bridge, and pin- 
ned-up lamps, and garage. 


3+ YOU CAN MAKE EXTRA PROFITS during this housecleaning 
season by displaying Edison MAZDA lamps in your window, on 
your counters, and in your store together with related house- 
cleaning items. Try selling your customers a package of different 
sized MAZDA lamps to meet their needs for light-conditioning. 


10 





2 WITH A NEW, BRIGHTER 150 WATT LAMP in the kitchen ceil- 
ing fixture, cooking is easier, dishwashing faster. Tell your 
customers how much fresher their kitchens will look if they 
replace blackened bulbs with new Edison MAZDA lamps. Try 
recommending the 150 watt size at only 20c for the kitchen, 
gameroom, and laundry. 


4. HERE ARE THREE BRIGHTER EDISON MAZDA LAMPS you should 
include in your “light-conditioning” assortment: the 75 watt and 
100 watt at only 15c each, and the 150 watt at only 20c. Tell 
your customers that these lamps give more light than ever be- 
fore in history, yet cost no more to use. General Electric Com- 
pany, Nela Park, Cleveland, Ohio. 


EDISON MAZDA LAMPS 


GENERAL @ ELECTRIC 
They stay brighter longer 
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Ding/ \ REAL PROFIT & 
FOR YOU ON EACH SALE ® 


At last, an Insect Spray 
that pays you a worth-while 
profit for stocking and 
pushing — BUG-A-BO0! 





















ES, SIR! You don’t have to take a loss 
“— each time you sell this leader. It moves 
ae ee fast—and every sale is money earned. 

: Why? Because Bug-a-boo is a great 
- product. It’s obviously more effective than 

















Bug- aboo many others; has a pleasant fragrance; 


Kills flies, mosquitoes | 
i ir bys an pa : 
other household insects 
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and won’t spot or stain. And it is power- 
fully advertised in leading magazines. 
Tie up with this money-maker. Get in 
touch with your wholesaler, or address 
the nearest office of Socony-Vacuum Oil 
Company, Inc., or its affiliated companies. 


OTHER BUG-A-BOO PRODUCTS: 


-" = 4 BUG-A-BOO MOTH CRYSTALS BUG-A-BOO GARDEN SPRAY 
pune aa These are pine-scented crystals, | 

ready-packed in an attractive va- rr 
HOUSEKEEPING porizer, or in cans. Hung inacloset, | cys 
as ldverised Uhewm these crystals give off a saturated air 
that kills destructive moth worms. — 





Kills or controls insects found on 
flowers and shrubs. Highly concen- 
trated, 4 oz. make 12 to 18 gallons 
of spray. When used as directed, it 
is harmless to humans or pets. 


“A-BOO 
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THE INSECT SPRAY THAT PAYS A PROFIT 
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EMERALD CORD* HOSE — the finest lawn hose 
made. Green cover, double braided, high quality cot- 
fon-cord reenforcement. 


WINGFOOT* SUPERTWIST CORD HOSE— 
Although less in cost, this hose closely approaches 
the high quatity of Emerald Cord Hose. Brown cover; 
two braids of Supertwist cord. Light and easy to 
handle. 


3 SUPERTWIST* CORD HOSE — A light-weight yet 
extremely durable hose that even women and chil- 
dren can handle easily. Brown cover. Made with a 
reenforcement of the famous Supertwist cord. 


GLIDE* LAWN HOSE—A good hose at a moderate 
price. Ribbed red cover. Molded hose, reenforced 
with heavy double braided cotton-cords. Also avail- 
able with black cover. 


4 PATHFINDER* LAWN HOSE—High quality at low 
price. Green cover. Heavy, single - braid, cotton-cord 
reenforcement. Also furnished with black cover. 


6 OAK* LAWN HOSE — Designed expressly for the 
low-price market. Single-braid cotton-cord reen- 
forcement, corrugated dark brown cover. 


*Trade-marks of The Goodyear Tire & Rubber Company 








THE GREATEST NAME 


@ Stock all six lines of 
Goodyear nationally adver- 
tised garden hose and you'll 
have the right hose, for the 
right purpose, to sell every 
customer — at the price he 
wants to pay. 


You won’t lose any sales to 
customers who want the 
best—or to those who want 
the least expensive. 


All Goodyear Hose is cov- 
ered with tough, long-wear- 












ing, specially compounded 
rubber — in a variety of 
cover designs and colors. 
- All six lines are reenforced 
with heavy cotton-cord car- 
casses. All six offer the 
greatest value for the money 
—with corresponding prof- 
its for you! 


Why not get full details of 
Goodyear’s hose proposi- 
tion and — this year — get 
your/full share of this profit- 
able business? 
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MERCURY PACEMAhER 


The Outstanding bicycle Value of 1939 


Think of all the things that you, asa merchant, 
would want in a bicycle—then look at the 


new Mercury Pacemaker. 


Put it on your floor. Notice how it automati- 
cally becomes the center of interest. Then 


notice the price tag. It will 





compare it with other bicycles, costing more 
money, the Pacemaker becomes the most 


important bicycle news of 1939. 


The Pacemaker will really set the merchandis- 
ing pace for the year. Your stock will 


not be complete without it. 





be hard to believe. 


If the Pacemaker were the 








Catalog and prices on the 


complete Mercury Line will 





highest priced item in the 





be gladly sent on request. 





field, its beauty and years- 





THE MURRAY OHIO 





ahead design would not be 





so surprising. But when you 








MFG. CO. 


CLEVELAND, OHIO 
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Was Made 


1 Here’s how the first Keystone 
fence making machine looked. 
It was invented and built in 
1889 by a farmer named Peter 
Vl 


The First KEYSTONE 
Woven Wire Fence 


Sommer. Took two men and a 
boy to run it, and it wove 10 
rods of fence in a 12 hour day. 
The fence had openings shaped 
like a keystone, and so it was 


1 TODAY... Keystone RED BRAND 
named Keystone fence. 
The little shed howsing this / fig the best fence modern methods 


‘ machine was the first factory 
of the Keystone Steel & Wire 


Company, founded just 50 ; 
: and long experience can produce 


years ago. 








The first Keystone fence was good; some of it lasted more than 20 years in the field. 
But the Red Brand fence you sell today is far better. Fifty years of work and ex- 
perience and improvement have gone into it. 


ee ES 


Fences for many purposes have been designed. Keystone Non-Climbable fence sells 
readily for parks, estates, cemeteries, schools, factories and all other purposes re- 
quiring a sturdy, good-looking fabric at moderate cost. 
Made of long-lasting “Galvannealed” copper-bearing steel 
wire. Spaces 2” by 4”, or 2” by 2”. Stiff stay-wires every 2 
inches keep the fence trimly erect. Famous “Square-Deal”’ 
knots cannot slip. 


Sell RED BRAND fence products this Spring—see how 
much easier it is. Write for the new Golden Anniversary 
Catalog, prices and full details. 
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KEYSTONE STEEL & WIRE CO. Department P PEORIA, ILL. | 
7 " 
KEYSTONE Non-Climbable rence | 
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1. Steel of special analysis, developed for fence. 
2. Genuine copper-bearing steel—resists corrosion. 

3. Purest quality zinc used, for rust-protection. 

4. Zinc perfectly bonded to steel by hot-coating method. 


5. Heaviest uniform zinc coating on any make of fence— 
proved by laboratory tests. 





The saleability of Pittsburgh Fences is enhanced both by their 
finer appearance and finer quality. The line includes all 
standard styles of hinge-joint and lock-joint fences plus the 
exclusive welded-joint type of fence. 


In addition to the farm and poultry fences we have some 
brand-new, sales-boosting designs of Pittsburgh Lawn Fences, 
Flower Fences, and special close-mesh fabrics. 


Pittsburgh Fence offers you completeness of line, appearance, 
quality, and sales co-operation—a combination unequalled 
elsewhere. Let us tell you about the new features we have to 
help you get more fence business. 


PITTSBURGH STEEL COMPANY 


1621 GRANT BUILDING PITTSBURGH, PA. 


Pittsburgh Fences 


HINCE-JOINT * WELDED-JOINT * LOCK-JOINT 
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Size: 44” long x 7” high. Printed in brilliant colors on strong he I ‘sa 

paper, made to affix right to the glass. Ties your store up with offi Y 

the Nicholson Anniversary Advertising Program in THE CHOLS 
SATURDAY EVENING POST, TIME, Farm Papers, Indus- wi oO N 
trial Magazines, Lumber Papers and Homecraft Magazines. FOR 


EVERY FILING JOB 
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DURABLE 
testes 





3 NEW BIG COLORFUL WINDOW DISPLAY 
_— be . ' Compelling photographic treatment against brilliant color 
5 background—equally impressive as a general display or tied 
x up with saw files. It’s a modern display in every respect— 
: well worth a prominent place in your window. Let it sell 
eir first quality genuine Nicholson Files for you—at full margin! 
all This 4-way Display is absolutely free, as long as they last, to 
he Nicholson dealers. It’s a whole file merchandising program in 
itself! Use it and it will increase your sales of Nicholson Files. 
Order one of these displays right now from Nicholson File Co., 
ne Providence, R. I., U. S. A. 
es, 
Ce, 
ed 
to 








— that this colorful —_ has —— 
i anned t ki ti k- 
Y Sod ior Ge Ma 46. OF af 40 Dei A NEW SIDE CARDS FOR “HANDY" FILE DISPLAY 


Unit. The side card emphasizes the cello- Stressing the advantages of the fast-selling new Nicholson “‘Handy” File, 


3 DUAL USE WITH DISPLAY UNIT 


phane wrapping of the files. It makes an these colorful side cards make an effective display used on counter or 


unbeatable display combination. If you ~ © window with the box in which these files are supplied. Order a box of the 
A. haven't one of these Units, order one from 2-in-1 “Handy” Files from your jobber and use these new display cards 
your jobber to use with your free display. with it! 


PURPO 
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NOW 
S to Reduce 


Sales Resistance! 





TORO HOMELAWN 


Dealers who want to sell a power mower that is new and Features 
in step with the times, are choosing the Toro Homelawn. orgs 4-cycle, 


MOTOR _ SUPPORT 
BASE: Cast formed 


aluminum alloy. 


HANDLE: Tubular 
steel, 34” in diameter 
with 1-34” handle bar. 
SHARPENING: End- 
less round belt fur- 
nished for sharpening 
blades with motor. 


The neatness, strength and freedom from complicated 
mechanism of these mowers will appeal 
to the prospective buyer, whether he 
is buying for a home, school, hospi- 
tal or industrial plant. 


Toro Homelawn mowers will be 
stocked by leading jobbers and sold 





$84.50 .. a Built in Two 


on a fair profit basis. om ‘s Sizes 
Why Not Write Today? $98.50 | — 

TORO MANUFACTURING CORPORATION 

MINNEAPOLIS MINNESOTA 
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id-States fence could last as long as the dealer told me 
it would. Now, | knowl “Galvannealing” sure does something to fence, for I've had 
Mid-States up for a long, long time and it's still good as newl” 


i Pays ta Sebl We don't have to crow about our fence. Our customers—your customers—do that for us! 


Why not get your share of the fence business in your locality with Mid-States fence? Mid- 


° States brings you satisfied customers—more 
thid-States business from them in other lines, for they'll 
come back to you when they get satisfaction. 
Mid-States not only gives better service—it 
j lasts longer as welll Thet's because it's made by 

. the patented ‘'Galvannealed” process. 
MID-STATES STEEL & WIRE CO. 
M- Crawfordsville, Ind. 


MID STATES 
“GALVANNEALED” Copper Bearing C) Gidtian 


FENCE 





“Al first, | couldn't quite see how 
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WOMEN ARE LAZY! 
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|e} Rory. Cy ofeze) 
SAVES 
WORK 


For walls and woodwork—put 
Dic-A-Doo on, wipe it off, 
the dirt's gone! Professional 
painters, industrial users, in- 
sist on Dic-A-Doo for big 
orea jobs. Leading seller 


everywhere. 





SOME WOMEN ARE 
AWFULLY LAZY! 
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WOMEN WASH DISHES 
EVERY DAY 
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DIC-A-DAILY 
SAVES WORK 
AND SOAP 








WOMEN READ MAGAZINES! 


= 


WOMEN BUY 
WORK~SAVERS 


Display ALL the DIC-A-DOO products 
BOLDLY. Let your women customers 
SEE that you carry the work-saving 
Dic-A-Doo they read about and want. 


; The PATENT CEREALS CO. 
Dept. H-27 Geneva, N. Y. 
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No. 692 DJ No. 693 DJ No. 694 K 







MAIL BOXES 
ORDER ONE OR MORE 





ain 


No. 695 K 


McKINNEY 


Cash in on the Spring Demand for SPECIAL No. 39 


FREE! 
3 


McKINNEY 
MAIL 
BOXES 


NATIONAL HARDWARE WEEK SPECIAL No. 39 


ONE DOZEN MAIL BOXES 


List Price 


3 Only No. 692 DJ 
3 Only No. 692 DJ ious 
4 Only No. 693 Dj ............. 


PITTSBURGH, 


el REE 

seneseeesp 3600 
veces 9.60 
$3.90 


FROM YOUR JOBBER NOW! 3 on: gtk 
McKINNEY MANUFACTURING COMPANY 


waver 5.30 





$21.80 


PA. 



























The Ford Picnic Kit is a steel grill, a container 
and a box of Ford Charcoal Briquets. Retails 
complete at only $1; larger size $2. It makes 
a catchy display—a quick-selling item in every 
season, appealing to campers, sportsmen, and 
householders who enjoy garden parties and 
picnics. It sells Briquets which produce good 
profits in themselves, because dealer discounts 
are high. In addition, it builds repeat business. 





| 
she Il 
return often 


for these... 


Customers who return for Briquets are likely 
to buy other things at the same time. Briquets 
sell also in large quantities to restaurant own- 
ers, foundrymen, shippers, packers and farmers. 
Here are chances for big, steady profits. 

Write today for complete information on the 
dozens of uses for Ford Briquets, dealer dis- 
count and free sales aids. Tie up with Briquets 
now and pep up your spring profits! 





FORD CHARCOAL BRIQUETS 


FORD MOTOR COMPANY e BY-PRODUCTS DIVISION e DEARBORN, MICHIGAN 
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STOR: SEAL makes a 
BETTER ROOF 


SHOW THEM WHY... 































HERE are so many different kinds 

of steel roofing that it is sometimes 
difficult for customers to make a choice, 
or to be sure of getting the best. That’s 
why you have two big advantages when 
you handle U-S-S StormSeal Roofing. 
(1) You can show your customer why 
StormSeal makes a better roof, and (2) 
you have the selling aid of a famous 
trade-mark. 

With a sheet of StormSeal or a set of 
StormSeal samples you can point out its 
special features—the flat nailing-seams, 
the twin drains, the pressure lip, the cross- 
crimps—all the reasons why StormSeal 





offers greater value for the money. Ask 
your jobber for the StormSeal Fao 
stration samples, or write us. 

And you can close the sale easier if you 
point to the U-S-S trade-mark. This 
trade-mark is a symbol of quality, and 
your customers wil recognize it as such. 
It will assure them that the steel is gal- 
vanized coated quality and the work- 
manship is of the highest order. It will 
stop customers from shopping around 
and keep business in your store. Take 
advantage of the sales opportunities 
that come from identifying your store as 
the place to buy U-S-S Steel Products. 


CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
COLUMBIA STEEL COMPANY, San Francisco 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 


United States Steel Products Company, New York, Export Distributors 
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Your Customers 
Know These Famous 
Steel Products 


U-S-S Roofing and Siding Sheets come 
in a complete line including C orrugated, 
V-Crimped or Flat—in standard Open 
Hearth or rust-resisting Copper Steel. 
Complete accessories are available for 
all types. 


U-S-S American Fence and Posts are 
favorites with farmers all over the coun- 
try. The service records alone of these 
famous products produce sales for hun- 
dreds of dealers. And national advertis- 
ing in leading farm magazines is building 
more demand and is directing sales ta 
your store. 






U-S-S Hex-Cel Poultry Netting makes 
neat, sturdy pens. Goes up easily and 
holds its shape. Cells are even, perfectly 
aligned. Galvanizing is smooth and even. 
When you sell customers Hex-Cel you 
get their repeat business. 


U;S-S ROOFING & SIDING SHEETS 
AMERICAN LAWN FENCE 
CYCLONE LAWN FENCE 
GATES AND FITTINGS 
AMERICAN FUR FARM NETTING 
AMERICAN BARBED WIRE 
HEX-CEL POULTRY NETTING 
PROTECTOR POULTRY FENCE 
STRAIGHTLINE POULTRY 
NETTING 
CYCLONE SCREEN CLOTH 
CYCLONE HARDWARE CLOTH 
BLUE BONNET BALE TIES 
NAILS, TACKS AND STAPLES 
CLOTHES LINE 







































exclusive features | 


PUT BETHANIZED FENCE AHEAD | 
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Dealers who stock bethanized fence have an 
exclusive 4-point sales-talk that helps to build 
sales by giving evidence of the clean-cut supe- 
riority of the bethanized coating. 


Here’s why: 


Bethanized fence isn’t just galvanized. The pro- 
tective zinc coating is plated to the wire... 
by an electric current . . . to form a completely 
new and better kind of rust protection. 


ee | aa 


Here are the 4 exclusive advantages: 


BETH ANILEY 
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The bethanized coating is crackproof. 
That’s because it is not composed of weak, 
brittle galvanized crystals. It’s a tight, 
solid one-piece coat. 


id 
a 
: 
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Every inch of bethanized fence provides 
equally effective rust-defiance. The betha- 
nizing process automatically produces a 
uniform coating at all points on the wire. 
Ordinary coatings may be thin in spots, 
or lopsided—but never a_bethanized 
coating! 


Soe 


The bethanized coating is 99.9+ per cent 
pure weather-resisting zinc, through and 
through. It fights rust. Moreover, it has 
no brittle underlying layer of zinc-iron 
alloy—a common defect in ordinary 
coatings. 
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Bethanized fence is an electrolytically 
coated fence that has been thoroughly 
tested and proved. It offers every modern 
improvement . . . and every one proved in 
service! 


A Re 





All bethanized fence is woven of rust- 
resisting copper-bearing wire, a sec- 
ond line of defense against weather 
at no extra cost. 





BETHLEHEM STEEL COMPANY 
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Cycle Trades Plans Big Promotion Campaign 
to Help You Sell More Bikes in 1939 


Count on selling more bikes this year. Cycle 
Trades is geared up in high to help you. 
Business is on the march. 

Advertising this year will reach 10,000,000 
boys and girls—your livest market. Plus 
25,000,000 grown-ups! Safety work—in per- 


son as well as word and picture —will move 
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out over the nation. Three R’s (Registration, 
Recognition, Regulation) will roll on wide 
fronts toward realization. All this means sales 
—more than a million bike sales in 1939. 
Get your share of this business. Stock bikes 
now for the big Spring season just ahead! Re- 


member, it’s the early bird that gets the SALE. 
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THIS AD COST US $2,950. 


but you'll say it’s worth it! 
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Because it tells nearly 2,000,000 customers that 
powerful, non-poisonous Ever Green is the best all ‘round 
spray for garden insects. (That's why it’s the biggest selling 
non-poisonous home garden insecticide!) 
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Because it tells them that Ever Green is sup- 
ported by our iron-clad Double Your Money Back 
Guarantee. (That’s why Ever Green is so easy to 
sell, why you can recommend it with confidence!) 
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And tells them that Ever Green can be 
bought at your store for 35c. (Bringing you a 
nice profit, quick turnover, and plenty of repeat 
business!) 








T H AT $ 2 950.00 just pays for this half much better than products having a high water content. Tested 


page ad in the June issue of Better Homes and Gardens! (Cir- and approved by scores of Agricultural Experiment Stations. 
culation: 1,719,271.) This ad is only a part of the Ever Green Truly non-poisonous, Ever Green provides you, in a single 
advertising campaign in Better Homes and Gardens, American package, with a spray that will take care of most of the insect 
Home and Sunset Magazines — a total of NINE Million mes- trouble in home gardens. 
sages in the nation’s leading garden magazines! Make this advertising money work for you! Tie in with Ever 
But most important of all — behind this sound advertising is Green’s free display cartons, free posters, free window trim, 
a sound product! Made by a special patented process, Ever free advertising cuts and movie slides. Place your order with 
Green is highly concentrated, containing less than 14% water. your jobber now. In case he can’t supply you, write directly to 
It contains its own soap spreader, and will hold its strength McLaughlin Gormley King Co., Minneapolis, Minnesota. 
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Wood's li é 
ooas tine gives you & 
the right tools for the job : 
This time, it’s the building industry that’s 
leading the country out of the depression— 
and the building industry is right up your alley! 
Contractors need the kind of shovels and 
tools that you can sell them, so stock up now | 
on the fast-movers in the Wood's line shown ‘ 


on this page. Get your share of profits from 
the building boom! The Wood Shovel and x 
Tool Company, Piqua, Ohio. f 
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Informal Editorial Comments 





National Hardware Week :— 


Congratulations, appreciation 
and support are due all manufac- 
turers and wholesalers who coop- 
erate in the National Hardware 
Week movement. They can only 
continue to provide these helps if 
patronage and increased volume, 
through active support and partici- 
pation, justify the substantial in- 
vestments involved. For example, 
Landers, Frary & Clark, New Brit- 
ain, Conn., is using a full-page 
advertisement in the Saturday 
Evening Post, May 6, 1939, to urge 
consumers to visit their nearest 
hardware stores during National 
Hardware Week. This advertise- 
ment emphasizes the advantages of 
buying home needs from the hard- 
ware dealer and features the Uni- 
versal electric iron, toaster, vac- 
uum bottle and other needs avail- 
able in independent hardware 
stores. Another good example is 
Union Fork & Hoe Co., Columbus, 
Ohio, with its two-color, full page 
ad in Successful Farming, Farm 
Journal and Country Gentleman, 
telling farmers and their families 
about Union farm and garden tools 
and repair handles available 
through hardware dealers and 
stressing National Hardware Week 
and its slogan “Check the hard- 
ware store for values and vari- 
ety.” Fayette R. Plumb, Inc., Phil- 
adelphia, Pa., is also using the 
May 6, 1939, issue of Saturday 
Evening Post with a two-color half 
page ad that invites millions of 
consumers to take advantage of 
National Hardware Week and 
which features Plumb tools in a 
special display prepared for this 
promotion week. The Carborun- 
dum Co., Niagara Falls, N. Y., is 
“telling 4,500,000 people about 
National Hardware Week” in page 
advertisements in Country Gentle- 
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man, Popular Homecraft, Capper’s 
Farmer, Popular Science Monthly 
and Successful Farming. These ads 
feature pocket hones, scythe stones, 
farm files, knife sharpeners, etc.. 
and tie in with the National Hard- 
ware Week plan. Samples of this 
advertising by these four manu- 
facturers are reproduced elsewhere 
in this issue. Another big boost 
for National Hardware Week is 
that the Master Lock Co., Milwau- 
kee, Wis., will again sponsor a 
special radio broadcast program 
over 100 radio stations. As re- 
ported in the February 9 issue of 
Harpwake ACE this radio program 
will stress the importance of the 
home-owned hardware store to its 
community and will emphasize fur- 
ther the theme of National Hard- 
ware Week. Wholesalers are co- 
operating with the secretaries in 
the distribution of display kits, 
auto bumper and truck streamers, 
etc., to provide a uniform adver- 
tising appeal. Many manufactur- 
ers are offering special goods, as- 
sortments, display helps for win- 
dow and interior displays and 
newspaper mats and illustrations 
for local newspaper and circular 
advertising by the dealers. As this 
information has become available, 








By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


details have been presented to our 
readers through the columns of 
HarpwareE AGE. Reproductions of 
magazine and newspaper advertis- 
ing and of displays and merchan- 
dise offered are published else- 


where in this issue. 


Coast to Coast Stores :— 


During my recent visit to the 
Twin Cities area to attend the 
Hall Hardware and Minnesota 
state conventions, | was invited to 
attend a‘session of the 10th annual 
convention of the Coast to Coast 
Stores. This I did with great in- 
terest. This group operates on an 
agency basis. The individual store 
owner takes an agency franchise 
which contracts him to buy all of 
his goods, mostly Coast to Coast 
private brands, from the headquar- 
ters unit known as Central Organi- 
zation, Inc., In return for this the 
headquarters unit is obligated to 
keep the store owner in a competi- 
tive position, furnish advertising 
and display helps, inventory con- 


‘trol system, store arrangement 


help, and to furnish merchandis- 
ing ideas and instruction. It was 
a very enthusiastic meeting with a 
wide variety of displays showing 
merchandise carried by this group. 
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: halter and dog chain business 
ght now. A small display of this 






@ Get your share of the@i 
that is being don 























i bring you many sales. Put a few of 
pre people can see them—and the results 
al themselves. 

fis is the time, too, to go after sales of El-Wel-Tra 
e Chains; Teriso Tie-Out or Picket Chain; ACCO Gen- 
eral Purpose Chains; 2-0 Tenso Well and Swing Chains; 
ACCO Cotter Pins; Elwel Coil and Machine Chain; No. 45 
Elwel Heel Chains and Weed Bull Farm Tractor Chains. 


Farmers, manufacturers and others are meeting many 





timely number 


chain needs this month. It will pay you to push chain sales. © 


AMERICAN CHAIN DIVISION | | 
BRIDGEPORT, CONNECTICUT : ! 





AMERICAN CHAIN & CABLE COMPANY, Inc. 


AMERICAN CHAIN DIVISION @ AMERICAN CABLE DIVISION @ ANDREW C. CAMPBELL DIVISION @ FORD CHAIN BLOCK DIVISION ¢ HAZARD WIRE ROPE 
DIVISION ¢ HIGHLAND IRON AND STEEL DIVISION @ MANLEY MANUFACTURING DIVISION © OWEN SILENT SPRING COMPANY, INC. © PAGE STEEL AND 
WIRE DIVISION @ READING-PRATT & CADY DIVISION @ READING STEEL CASTING DIVISION WRIGHT MANUFACTURING DIVISION @ IN CANADA: DOMINION 
CHAIN COMPANY, LTD. @ IN ENGLAND; BRITISH WIRE PRODUCTS, LTD. © THE PARSONS CHAIN COMPANY, LTD. ¢ I” Business for Your Safety 
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Many well known hardware lines 
were represented. Among the 300 
or more store owners who attended 
I renewed acquaintances with men 
previously known to me in retail 
and wholesale hardware connec- 
tions. I was further surprised to 
learn that some of the Coast to 
Coast store owners are members of 
state retail hardware associations, 
although I also learned that certain 
state associations do not consider 
such dealers eligible. As this entire 
plan of operation is obviously 
competitive to the independent re- 
tail-wholesale hardware distribu- 
tion field I can readily agree with 
the idea of not accepting such 
memberships. Nevertheless, this 
and other voluntary chain set-ups. 
as well as corporate chain systems, 
are definitely in the competitive 
picture in a big way and it is well 
not to play “ostrich.” It is much 
better to know what these other 
systems are accomplishing and 
how they function. 


Auto Accessories :— 


While I cannot remember the 
precise sales volume figures I 
heard at this session, I must say | 
was impressed by the individual 
sales total of typical stores in vari- 
ous states and further impressed 
by the gross sales of the headquar- 
ters unit in several major lines. As 
in all chain-type set-ups, auto ac- 
cessories, radio, oil and tires play 
an important part in the Coast to 
Coast picture and are considered 
closely akin to the tools, paints. 
and hardware lines. The reasoning 
here is that auto accessories, tires 
and oil are in wide and constant 
demand, are consumed in large 
quantities and require frequent re- 
placement thereby increasing turn- 
over and store traffic for all lines. 
The hardware trade once had an 
enviable place in the distribution 
of these lines and is currently an 
important factor in the sale of oil. 
and in some sections, of tires. But 
the general line of auto accessories 
has slipped away from hardware 
stores and is now sold largely 
through chain groups, both volun- 
tary and corporate. The auto ac- 
cessory business being insufficient 
by itself to maintain chain organi- 
zations these groups have added 
hardware, paints, polishes, tools 
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and a skeleton line of housewares. 
And, the first thing you know, such 
stores will have complete hardware 
stocks and their competition will 
then be still more keenly felt. 


Concentration :— 


As I listened to various speak- 
ers and discussions at the Coast to 
Coast convention the thought was 
again hammered home in my con- 
sciousness, as I have so often reit- 
erated in this column, that retail- 
ing is basically a selling job and 
that the buying function must be 
performed by a wholesaling unit- 
no matter who owns or operates it. 
I further realized, that in order to 
keep retailers competitive concen- 
trated buying is required so that 
the wholesale unit can average 
their obtained margins and stay in 
business at a profit. A wholesaler 
cannot exist solely on the infre- 
quent sale of his “specials” and 
cannot afford to really service re- 
tailer accounts who buy something 
from everybody. The dealer who 
gives some one wholesaler all or 
the major part of his business can 
properly expect and generally ob- 
tain all the help he needs in meet- 
ing competition. He becomes an 
important customer, a_ veritable 
partner, and you can be sure that 
such accounts are never neglected. 
The wholesaler cannot afford to 
neglect that kind of a customer— 
and he won’t. The Coast to Coast 
store owner is under contract to 
observe such buying practices. The 
corporate chain store manager has 
no choice in the matter. As a re- 
sult both of these types of retail 
operators are in a position to give 
most of their time, talents and en- 
ergies to selling, which is the main 
function of a retail store and the 
only place where retailing is profit- 
able. In the recognition of this 
major principle by independent re- 
tailers and wholesalers lies the 
hope if they are to survive of con- 
tinuing to reflect their own per- 
sonalities and organizations with- 
out regimentation under remote 
control. 


“An Enemy” :— 


During this Coast to Coast ses- 
sion the chairman gave me the 
pleasure of saying a few words and 
facetiously introduced me as “an 


enemy within our camp.” To this 
classification I readily admitted 
and added that it was obvious the 
Coast to Coast system was collec- 
tively competitive to the indepen- 
dent wholesaler-retailer structure 
—yet each can learn from the 
other and, very frankly, I said both 
groups will continue to prosper 
just so long as they render the con- 
sumer the right kind of service, at 
the right price and with the right 
selection of goods in the right kind 
of a store. To do this both types 
of retailers, independent and those 
in voluntary or corporate chains, 
must follow business practices that 
encourage reduced costs of distri- 
bution. The fundamental principle 
involved is concentration of buy- 
ing sources backed up with an ad- 
vertising and merchandising plan. 
The plan must embrace advertising 
that goes into the homes of pros- 
pects; window displays that re- 
mind the prospects as they pass the 
store, and interior displays that 
again tell the same story about the 
same goods. Without some promo- 
tion plan that informs prospects of 
the values you offer there is no ad- 
vantage to even the lowest of low 
prices. Remember this when you 
are thinking about competitive 
prices and competitors—that price 
alone without advertising to tell 
your customers about those prices 
or without the right kind of a store 
and the kind of selection and store 
service that is required will accom- 
plish nothing in the competition 
for the Gonsumer’s patronage. 


700 Bills :— 


During the year 1938 more than 
700 bills attempting to regulate 
retail distribution were introduced 
in Congress. Think this over and 
try to figure out how any retailer, 
large or small, can possibly oper- 
ate with even half of such pro- 
posed regulatory legislation over 
his head. Business is complicated 
enough at present without having 
the Federal Government attempt 
further controls. What this coun- 
try sorely needs is less legislation, 
less control and less general gov- 
ernmental interference with busi- 


ness. 














By ADON H. BROWNELL 


Chapter 47—Advanced Course 


Church Hardware 


S we take up the study of 

A hardware for churches it 

might be well to refresh 

our memories on the subject of 

Schools of Design outlined in 

Chapters 21 and 22 of the Inter- 
mediate Course. 

In all the previous chapters 
dealing with various types of 
buildings I have kept away from 
the subject of design, feeling that 
the outline given you in the Inter- 
mediate Course, not only for de- 
sign but also for lock trim, would 
be firmly established in your 
minds. Nor is it my intention in 
this chapter to particularly em- 
phasize the subject again other 
than to say that churches usually 


Fig. 1—Ornamental 
door pull. 





follow some particular school of 
design and the design of the hard- 
ware should match that of the 
building. 

Gothic design undoubtedly gets 
attention in church hardware, 
but this is not always the case. 
Many churches follow the Roman- 
esque or even the Colonial school. 








Fig. 2—Escutcheon with drop ring. 


etc. As we approach the study of 
church hardware it is well to first 
bear in mind the question of the 
architectural design of the church 
in connection with our lock trim. 

Churches require all those hard- 
ware items which have been out- 
lined in the earlier chapters of the 
Advanced Course such as butts, 
door closers, floor hinges, lava- 
tory hardware and the like, and 
careful consideration must be 
given to the matter of trimming 





Fig. 3—Escutcheon with drop ring 
with rim lock on the inside. 


the church with proper hardware. 
An interesting additional touch 
can be given the butts on churches 
of Gothic design by furnishing 
them with Gothic tips. 

Aside from these ever-présent 
items in all public buildings we 
have a number of new things to 
consider as we take up the subject 
of church hardware. 

As we come to the entrance 
doors we find these are often 
equipped with a design pull such 
as Fig 1, using a suitable design 
push plate inside. You might, 
however, use a drop ring on an 
ornamental escutcheon similar to 
Fig. 2. This sort of trim is often 
used with a rim lock on the in- 
side as shown in Fig. 3. 

Not much has been said about 
rim locks in our course but they 
do have a very definite place in 
the builders’ hardware picture. 
They are often made with cylinder 
locks but more frequently with 
large and fancy bit keys which are 
usually left in the lock at all times. 
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Rim locks are used a great deal 
with French architecture as well 
as with the Colonial. Look through 





Fig. 4—Ornamental hinge plate. 


your manufacturer’s catalog for 
these interesting items. 

But to return to our entrance 
doors, we have another item now 
that has had little attention in our 
study to date. That is the matter 
of hinge plates. Fig. 4 is simply 
an illustration of the type. They 
are made in many, many designs 
and patterns. It will be extremely 
important that you give particular 
attention to the door details for 
width of door and stile when fur- 
nishing them. Architects frequent- 
ly design special patterns which 
have to be made to order. 

Hinge plates, like rim locks, are 
used on many other doors than 
church entrance doors, so investi- 
gate this subject further in your 
research. Door bosses, as shown 
in Fig. 5, are also specified at 
times. 

While our thoughts are turned 
to these items, which are used so 
much on churches and on many 
other types of buildings, we can 
discuss a mortise lock, shown in 
lig. 6, sometimes called the Eng- 
lish type. You will notice that the 
lock has an extremely deep back- 
set. This varies with different 
manufacturers, but averages about 
5 in. or about twice the depth of 
a standard lock. 

Many architects want the knob 
to come farther away from the 
edge of the door. Church doors 
will frequently be detailed with a 
box-like stile, wider than the regu- 
lar stile, where the lock is inserted. 
It might be a 10 in. stile at this 
point. The lock shown in Fig. 6 
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would be just the one for such a 
condition. The knob would be 
centered on the center of the box 
stile although the keyhole would 
be much nearer the edge of the 
door on the same line as the knob. 
The architect might desire this 
effect and have the lock fit into the 
cross rail of the door and, as the 
height of the case is much less 
than it is on a standard mortise 
lock, it could be done. You must 
always check details and be sure 
that the cross rail is long enough 
lo receive it. 

Generally speaking, the other 
types of locks used on churches 
are the same old friends you 
studied way back in Chapters 17 
and 18 of the Intermediate Course. 

Office doors on churches gen- 
erally follow the same practice 


door bosses. 





followed in office building hard- 
ware. A church school section, 
usually found in churches, would 
follow along the same lines de- 
scribed in the chapter on school 
hardware. By this time I am sure 
that you are getting the idea that 
all of these steps we have been 
discussing are leading you to the 
position we started to attain—that 








Fig. 6 —English type deep 
backset mortise lock. 


Fig. 5—Ornamental 


of making you a builders’ hard- 
ware engineer capable of furnish- 
ing hardware for any type of pub- 
lic building or private residence. 

In Catholic churches particular- 
ly, you will find many small doors 
leading to confessionals, baptis- 
mal founts or receptacles for holy 
water and all of these must be 
equipped with hardware. If there 
are such doors they will be noted 
in the plans. And at this point let 
me repeat the warning which has 
been emphasized throughout the 
course that “every mark on a plan 
means something.” Don’t overlook 
any of them! 

These small doors are not par- 
ticular hardware problems. They 
just have to be taken care of and 
the former lessons should show 
you how to take care of them. 

Hat holders, as shown in Fig. 7, 
are often furnished in hotel guest 
rooms but you will more frequent- 
ly find them used in church pews. 

Doors leading from church 
altars or rostrums are often re- 
quired to have no hardware show- 
ing on the altar or rostrum side 
so that they will seem to be merely 
a part of the panel work. This is 
a matter that is easily solved. 
Just use a door closer on the back 
of the door with a door pull and 
with no hardware on the altar or 
rostrum side and a push on the 
door itself without a push plate. 

Doors from the narthex (vesti- 
bule) to the nave (auditorium) 
frequently need pulls, push plates 
and door closers with holding de- 
vices and are not locked at all. 
This has all been studied in Chap- 





Fig. 7—Hat holder 
for church pews. 
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A. ON ANY ARCHED DOOR REQUIRING DOOR CLOSERS ¢ BRACKETS - ALWAYS SEND DETAILS OF 
Door ¢ JamB SIZES TOGETHER WITH ALL Rav (See Maek R) To HAgDwaRe MANUFACTURER . 


B. ALwayYs CHECK DETAILS FOR WIDTH ¢ THICKNESS OF STULE 
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CHECK WIDTHS OF DOORS WHERE HINGE PLATES ARE SPECIFIED. 
‘To TWO-THIRDS OF DOOR WIDTH IS THE USUAL PRACTICE. 


PLATE LENGTH EQuaL 





D. Deep Backsetr Locks May BE Used On BoxTyre Constructed Doors, ON FiusH Panet Doors OR ON 
Cross Rais — SEE INDICATION. 


Copy aiaur 1034 y Haroware Ace 
234 WEST 347 ~» NEW Yorn City. 











ter 40. In case it is necessary or 
desirable, flush bolts, similar to 
the one shown in Fig. 8, with 
cylinder or bit keys are used. 
Altar rails across the front of 
the church cut off the chancel and 
have gates which must be equipped 
with hardware. Inasmuch as we 


32 





Detail drawing of arched doors. 


have not discussed gate hardware, 
the present would be an excellent 
time in which to take up the sub- 
ject. 


Gates, of course, are not only 


used at altar rails but also in many 
offices. Sometimes they are hung 





on jamb hinges but I believe that 
the pivot hinge will usually be 
found to be the most satisfactory 
type to use in order to prevent 
sagging. Fig. 9 shows the type I 
mean. This is similar to the type 
discussed in Chapter 42 under 
lavatory hardware and can be ob- 
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tained in the checking type if de- 


‘sired. 


Secret gate latches are shown 
in Fig. 10, although there is little 
that is secret about them any more. 
Almost everyone knows that the 
secret consists in the pressure of 
a finger on the under side of the 
latch case which will open the 
gate. The knob is stationary and 
does not operate the latch bolt. 

While a church does not need 
the extreme quiet so essential to 


Fig. 8—Flush bolt 
for edge door. 








a hospital, it does add to the sense 
of reverence and worship if all 
doors are equipped with closing 
devices which eliminate all possi- 
bility of slamming. 

Church locks are usually the 
same type locks used on buildings 
already studied and, such being 
the case, it does not seem at all 
necessary to compile a compara- 
tive chart such as have accom- 
panied previous chapters. It would, 
however, be excellent practice for 
you to compile one for your own 
use and from previous charts 
make your own suggestions for 





Fig. 9—Pivot spring hinge for 
gates. 
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Fig. 10—Secret gate latch. 


locks used on A, B and C type 
churches. Why not try it for your 
own edification? 

In our next chapter we will go 
from churches to factory and in- 
dustrial building hardware which, 
you will find, is something entire- 
ly different. 


Why Not Registered Builders’ 


Hardware Engineers ? 


By ADON H. BROWNELL* 


ANY of you remember when 

registered architects came 
into being and know the steps re- 
quired to become a registered archi- 
tect. Practice varies in different 
states. Some are very strict, others 
less so. Many have no law in this 
respect at all, but at least the way 
has been well broken so that we 
may, if we wish, follow that lead. 
This idea is not new. I am not 
presenting it as such, except as it 
applies to our own industry. We 
have registered mechanical, heating, 
construction and electrical engi- 
neers. Why not then builders’ hard- 
ware engineers as a recognized pro- 
fession? 

In New York State there is a law 
covering professional engineers of 
all types with requirements similar 
to those required of architects. At 
least in this state it should be com- 
paratively simple to arrange such a 
program that would admit builders’ 
hardware men to secure the right 
to be registered professional engi- 
neers. 

Our work, if properly done, pro- 
tects human lives, protects property 
and other valuables. Why then are 
we not entitled to dignify that work 
by giving it the same safeguards 
that are thrown around the heating 
or electrical engineers’ profession. 

When architects were first regis- 
tered in New York State, those who 
had practiced for at least five years 
[ believe were registered without ex- 
amination. Other states, I am told, 
followed similar methods. 

It is my understanding that New 
York State requirements for archi- 
tects to be registered are now among 
the strictest in the country. It was 


*From an address before National 
Contract Hardware Association at Pitts- 
burgh. Pa. Sept 20, 1938. 


impractical, if not impossible, in the 
short space of time I had available 
to secure other data, so I am basing 
my remarks on the laws of my home 
state by way of example. 

Following those who would be 
registered by virtue of past service, 
as was done for the architects, all 
newcomers who wanted to become 
builders’ hardware engineers would 
be required to pass satisfactory 
standards. 

Registered architects would use 
only registered builders’ hardware 
engineers in laying out builders’ 
hardware specifications. This en- 
gineer would assume certain re- 
sponsibilities by reason of his call- 
ing and he would be paid a fee 
for his services regardless of whether 
he secured the builders’ hardware 
business or not. 

Let us suppose, for sake of argu- 
ment, this plan were put in effect 
today. What good would come of it? 

As I view the situation these bene- 
fits would certainly accrue. Better 
hardware would be specified and 
used—a distinct service to the public. 

Sharp practices such as cutting 
corners on specifications and cheat- 
ing on the quality would all be 
stopped because the builders’ hard- 
ware engineer who wrote the speci- 
fications would, as a part of his 
duty, and service, see to it that the 
specifications were lived up to. 

On the larger jobs, at least, fac- 
tory direct competition would be 
done away with for while the fac- 
tories might well qualify their men 
to be builders’ hardware engineers, 
they could not qualify certain clas- 
ses of customers who have been a 
thorn in our side. Only such con- 
cerns as really majored in builders’ 
hardware and employed at least one 

(Continued on page 94) 





33 

















Pocket knives shown on a 
panel interest customers 
near the cash register. 











Here is the “bonanza” shelf which 
is located in that extra space 
behind the new display windows. 






N investment of $500, made 
A during February, 1938, for 
the purpose of remodeling 

his window display space has 
brought surprising returns to Os- 
car Fisher, hardware dealer of 
3935 Irving Park Road, Chicago. 
Sales in all lines have swung up- 
ward and there have been rushes 
of an almost bargain counter va- 
riety on some items which hereto- 
fore had been difficult to move. 
And there’s a growing conviction 
in the neighborhood in which 






Fisher’s Hardware has operated 
for the past 26 years that it’s 
better to trade at Fisher’s than to 
travel 10 miles to the downtown 
stores. 

Mr. Fisher attributes this in- 
crease in traffic and sales to his 
discovery of the fact that his mer- 
chandise will almost sell itself if 
it is displayed so that it can easily 
be seen by customers. 

A close study of hardware mer- 
chandising methods as practised in 
the city’s big department stores led 


Oscar Fisher of Chicago spent $500 


in modernizing his windows and it 


has returned many times in profits 


SALES Soared When the 


Mr. Fisher to the conclusion that 
the secret of pulling power lay in 
adequate display. He accordingly 
took immediate steps to make the 
most of his findings and results 
have convinced him of the fact that 
he is on the right track. 

The store windows with a front- 
age of 47 ft. and a depth of 10 ft. 
offered primary opportunity for 
progress. Observation had re- 
vealed the fact that large stores 
divide their large windows into 
smaller units, and that in each of 
these units they display a single 
line set close to the pane with 
a light-colored contrasting back- 
ground and with powerful but 
glare-free illumination. 

Mr. Fisher realized the fact that 
passersby would miss considerable 
detail in the displays if he con- 
tinued to use the full 10-ft. depth 
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These windows, originally 10 ft. 
deep, were shortened to 6 ft. by 
means of a plywood back wall and 
ceilings were lowered 3 ft. Sunken 
ceiling lamps reflect light upon the 
merchandise, not upon the glass. 








indows Were 


of the windows. Therefore, he 
built a back wall of plywood at a 
distance of 6 ft. from the glass and 
painted this wall a soft white with 
a stippled effect. The lofty ceiling 
was dropped 3 ft. and lights were 
sunk into this new false ceiling. 
These lights were equipped with re- 
flectors and these, together with 
the white paint, served to increase 
the intensity of the illumination 
fully 300 per cent. The light beams 
are directed away from the glass 
and fall directly on the merchan- 
dise. 

At the right of the entrance is 
a small window space which is a 
unit in itself and here is arranged 
a display of hardware and electri- 
cal goods. In the longer window 
at the left three low partitions di- 


vide the space for displays of wall The “wall paper nook” is in reality an aid to impulse buying 
paper and paints, sporting goods for there are many home essentials displayed in this space. 


MARCH 23, 1939 








and household items. Displays 
are changed about every two 
months, showings of seasonal items 
and specials being made at more 
frequent intervals. Decorating is 
done by Mr. Fisher and his four 
clerks and usually requires about 
two hours’ time per unit. 

Erection of the plywood back- 
ground left free an extra 4-ft. ledge 
for display use inside the store and 
this space has literally proved to be 
a bonanza. From the ceiling at one 
side of the entrance hangs a clus- 
ter of sample lighting fixtures, 
never before possible to display in 
normal position, and plainly vis- 
ible from the street as well as from 
within. Below these lamps the 
wall area and shelf are utilized for 
seasonal exhibits appealing to im- 
pulse buying instinct of departing 
customers, 

On the longer shelf to the right 
are displayed lines that heretofore 
had been massed in unimpressive 
confusion on floors and counters. 
Close to the entrance two small 
tables hold wall paper sample 
books, and anyone sitting there 
faces an exhibit of brightly colored 
toilet seats mounted on a_back- 


ground. Farther along are sweep- 


ers, medicine cabinets, kitchen 
stools, hampers, ironing boards 
and other household needs. Dead 
space above the false window ceil- 
ing is now utilized for showing 
tricycles, scooters, express wagons, 
portable kerosene heaters, etc. 


For three years Mr. Fisher 
studied how to increase returns 
from his windows and the $500 
investment, he declared, is the best 
he has ever made. 

“I never sold so many medicine 
cabinets in my life as after | began 
displaying them on the extra space 
behind the windows,” he said. “I 
put a dozen metal kitchen stools 
up there and sold eight in three- 
weeks’ time. In six months I’ve 
sold. three times as many toilet 
seats as in any previous full year. 
It is almost impossible to keep 
stocked with metal utility cabinets. 
Formerly I had no space to show 
them off and they were simply 
overlooked. People order ironing 
boards, expensive clothes hampers 
and high-priced sweepers, just be- 
cause they see them distinctly. | 
always had them, but when they 
were out on the floor they escaped 
notice. 


The Wall Paper Nook 


“That nook for the wall paper 
book helps tremendously. Women 
sit down there to make a selection 
and it’s easy to sell something else 
along with the paper. 

“The windows themselves are 
also definitely bringing in business. 
[ stocked 48 bridge tables be- 
cause the salesman said I’d have 
no trouble if I just let folks see 
them. He was right, too, for I 
put a display in one window sec- 


The light-colored background behind the display shelves 
serves to emphasize the importance of the merchandise. 
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tion with placards explaining their 
merits and sold every one in less 
than a month. I promptly ordered 
another shipment and these are 
going fast, too. 

“That gave me an idea on how 
to sell some water pitchers I had 
carried for some time. I put them 
out where people could see them, 
marked ‘Special, 8 cents.’ One 
woman bought six and out of four 
dozen I had just six left in two 
weeks. A wall panel displaying 
pocket knives has been another 
money maker. | placed it close to 
the cash register where it keeps 
stocks moving by the power of 
suggestion to impulse buyers wait- 
ing for change. 

“That’s what display does for 
you. These experiences have taught 
me that if the small store adopts 
the merchandising methods of big 
competitors, it will get its fair 
share of business. You will have 
to work hard, however, keep your 
thinking cap on and be everlast- 
ingly at it.” 

There are other reasons for Mr. 
Fisher’s success. Daily sales rec- 
ords, compiled from cash register 
slips show, for instance, what lines 
have the largest turnover. At one 
time they revealed that volume 
sales of electrical goods were much 
larger than for household items, 
although the latter occupied four 
times as much display space. The 
proportion was changed by weed- 
ing out slow moving household 
goods and the returns from the 
more profitable electrical goods 
that replaced them again bounded 
upward. 

Toys have been discontinued, 
for the reason that, although sales 
are heavy for one month in the 
year—$6,000 last December—they 
interfere with sales of more profit- 
able staples which are temporarily 
put out of sight during the month. 

In one corner of the balcony 
office is a filing case containing 
catalogs and price lists of over 
500 manufacturers, all indexed 
twice—by name of firm and name 
of commodity. Because he knew 
just where to find a certain catalog 
Mr. Fisher recently landed an $84 
order for pumps. 

Close attention is paid to clean- 
liness, and open counter stocks are 


dusted off daily. Windows are al- 
(Continued on page 107) 
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John M. Holmes, Holmes Hardware Co., whole 
sale hardware distributors, says of his hobbies, 
“I enjoy hunting duck and deer, fishing, golf, 
shooting clay targets and most any form of out- 
door sport.” In the upper photo Mr. Holmes is 
seen fishing from a boat at Williams Lake, 
Idaho. The center picture was taken in the 
Salmon River country, Idaho. Mr. Holmes is the 
gentleman at the left, his two companions being 
forest rangers. The lower illustration shows Mr 
Holmes and some of his companions following a 
deer hunting trip in the Sacramento Mountains 
out from Alamogardo, N. M. Mr. Holmes is the 
third man from the left in this picture 


HARDWARE 
2 MEN'S HOBBIES 


“All work and no play makes Jack a dull boy” 
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Here's Hy. Epstein, Epstein Hardware & Supply Co 
287 Seventh Ave., New York City, and his constantly 
used motorcycle. Weather permitting, he rides the 
machine practically every week-end, for at least eight 
months of the year. During the past five years he has 
been such an enthusiastic motorcyclist that he has 
made several trips to various parts of Canada and 
other distant points. Perhaps his toughest run was 
from New York to Washington, D. C., and return in 
two days. In the warmer months it is his custom to 
take camping equipment on his motorcycle to make 
week-end trips whenever possible 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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A typical appliance 
window display. The 
washers at the right 
are in the store, not 
the window. Many of 
the displays do not 
have backgrounds 
and give passersby a 
view of the interior. 


How Wylie Bros., Inc., Elizabeth, Pa., 
uses a model kitchen to help build 


business in appliance and hardware 


W YLIE BROS., INC., Eliza- 
beth, Pa., has found—as 
have many other hard- 
ware dealers—that there’s real 
profit in the pushing and selling of 
major appliances, but that there’s 
even better profit in selling com- 
plete modern kitchen installations. 

The model kitchen setup, illus- 
trated in these pages, has been a 
big factor in Wylie’s sale of eight 
complete kitchen installations in 
the past three and a half years as 
well as a number of individual ma- 
jor appliances. Besides providing 
a good demonstration place for in- 
dividual prospects this kitchen has 
been used several times a year for 
cooking school demonstrations— 
each of which attracted capacity 
crowds. Important though the 


modern kitchen setup may be the 
Wylie store does not let the mat- 
ter rest there for newspaper adver- 
tising is used frequently. In addi- 


tion the store uses attractive win- 
dow displays the year ‘round to 
feature a variety of electrical ap- 
pliances and radio sets and acces- 
sories. . 


Separate Store 


At the Wylie store, hardware 
lines are kept in one showroom, 
while appliances and radio sets are 
displayed in an adjoining store 
having its own entrance and its 
own show window. A wide door- 
way connects the appliance store 
with the hardware department. 
Those visiting the appliance store 
can easily see a goodly part of the 
hardware department while cus- 
tomers in the hardware store can- 
not fail to see the model kitchen 
as well as a display of radio sets 
and home laundry equipment. 

C. F. Shaw, manager of the ap- 
pliance department, who is ex- 
tremely enthusiastic about the 











Mope DISPLAY Sold 





kitchen, says: “This model kitchen 
has increased traffic in both the 
hardware department and the ap- 
pliance department more than any 


one thing I can think of. It has 
helped sell eight complete kitchen 
installations during the past three 
and a half years, and has also 
helped increase the sale of indi- 
vidual appliances. At the present 
time we have six prospects who 
want to have modern kitchen lay- 
outs planned for them. We make 
a rough kitchen plan for prospects 
and, when they indicate they are 
pleased with the arrangement, the 
kitchen planning department of the 
manufacturer whose appliances are 
featured in our display prepares a 
finished plan. 

“Our model kitchen, which was 
planned by a kitchen wall cabinet 
manufacturer, is a complete work- 
ing unit intended to look as much 
like a real kitchen in a real home 
as possible. The _ refrigerator, 
dish-washer, range and sink are 
in running order all the time. In- 
stead of quoting prices on indi- 
vidual units to prospects, we quote 
the cost of the entire installation. 
We find that giving prices on the 
individual items for a modern kit- 
chen tends to scare the prospect. 
When you start adding the cost 
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Here is the modern kitchen installation—the backbone of Wylie’s appliance 
selling. Everything is in working order and easy to demonstrate to prospects. 


of the different items the amount 
looks larger than it really is. 
“At least twice a year we hold 
a cooking school right in the store. 
A home economist from the utility 
company demonstrates the use of 
the electric range, refrigerator, 
dish-washing machine and table 
appliances. We can accommodate 
115 people at each demonstration 
and we always have had a capacity 
crowd at each showing. Our ap- 
pliance department showroom is 
cleared of merchandise and dis- 
play materials so that people can 
look into the store from the street 
and see the crowd. When the 
demonstrations are being held peo- 
ple are encouraged to enter and 
leave the appliance store through 
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the doorway to the hardware de- 
partment. This makes it possible 
for all visitors to see the hardware 
display in the adjoining store.” 

The model kitchen is always 
kept up to date and new models of 
appliances are installed as soon 
after they have been introduced as 
possible. 


Creating Atmosphere 


If a customer desires the par- 
ticular range, refrigerator, or any 
other unit shown in the kitchen, it 
is sold to her and another is in- 
stalled in its place. Creation of 
the proper “atmosphere” is a de- 
cided aid in selling the model 
kitchen idea to any woman. This 


kitchen is equipped with a “win- 
dow” through which a_ painted 
landscape may be seen. Wall 
cabinets are always well stocked 
with a wide variety of packaged 
foods and this also serves to create 
the proper atmosphere. Prices 
quoted on kitchen installations in- 
clude everything save the light 
sofit ceiling units, curtains and 
floor coverings. Ranges are in- 
stalled by the utility company and 
lighting equipment by a local elec- 
trician. 

When the utility company holds 
its own cooking schools or demon- 
strations the Wylie store is per- 
mitted to exhibit some of its ap- 
pliance offerings at the show. As 

(Continued on page 83) 
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This is the sign that 
should be placed near 
the cash drawers in 
all hardware stores. 


Every day a large 
sum of practically 


worthless coins passes 


over counters in hardware 


stores. This article tells 


how they may be identified and 


redeemed and suggests that you... 


ANY stores have a sign 
over their cash register 
reading: “Count Your 


Change!” This is for the pro- 
tection of themselves and their 
customers. 

But another sign should be 
placed near the cash drawer of 
your hardware store: “Examine 
All Coins!” Every day a large 
sum of practically worthless coins 
pass over the counters of hard- 
ware stores from coast to coast. 

A few cents loss a day doesn’t 
seem dangerous, but when added 
up over a period of months or 
years, it means profit or loss to a 
great many dealers and this dif- 
ference is no small change in any 
business. 

Many subsidiary silver coins 
(half dollars, quarters and dimes) 
and minor coins (one cent— 
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Warco Your 


bronze and five cents—nickel) are 
in circulation which have little or 
no value. These coins have been 
misused in such a manner as to 
make them redeemable only with 
difficulty. 

Silver coins, according to a bul- 
letin circulated to banks, are muti- 
lated when so punched, clipped, 
chipped or otherwise mutilated as 
to be appreciably reduced in 
weight or so defaced as to be not 
readily and clearly identified as 
to genuineness and denomination. 
Minor coins are mutilated when so 
defaced as not to be readily identi- 
fied, or when so punched, or 





EDITOR’S NOTE: This 
article was prepared with 
the aid of an officer of the 
Federal Reserve Bank. 


clipped or otherwise mutilated as 
to show a material loss of metal. 

A coin that is bent but from 
which no silver nor nickel nor 
copper is missing is good for its 
face value and may be accepted as 
legal tender and may be refused 
as payment for a bill or purchase 
without freeing the debtor from 
his obligation. 

Or if coins are defaced so as not 
to be readily and clearly identified 
as to their genuineness and de- 
nominations, they will not be ac- 
cepted. If these coins are defaced 
to represent other denominations, 
that is, if a cent is coated with 
silver so as to represent a dime, 
they will be exchanged when cer- 
tified by a coinage mint as being 
otherwise eligible for receipt at 
face value. 

In case you have been left hold- 
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CHANGE! 


ing a large pile of worthless coins 
and wish to ship them to the mint, 
here are the regulations under 
which they may be sent. 
Mutilated coins should not be 
transmitted to the Federal Reserve 
Banks nor branches, nor to the 
Treasurer of the United States, but 
should be forwarded prepaid to 
coinage mints or to the New York 
Assay office for sale as bullion. 
The coinage mints are located 
in Philadelphia, Pa.; San Fran- 
cisco, Cal. and Denver, Colo. 
The Treasurer of the United 
States will not accept shipments of 
subsidiary silver or minor coins 
for redemption unless assorted by 
denomination into packages in 


sums or multiples of $20.00. Not 
more than $1,000.00 in any silver 
coin, $300.00 in five cent pieces 
or $100.00 in cents should be 
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shipped in one bag or package at 
one time. 

The U. S. Mint charges 40 cents 
per 1000 pieces with a minimum 
charge of one dollar. Remember, 
coins should be sent to U. S. Mints, 
not banks or the U. S. Treasury. 

Since coins cannot be sent to the 
mints in small numbers, and since 
few persons ever accumulate 
enough damaged coins to make up 
$20.00 lots, there is no way of esti- 
mating how much defaced money 
there is in circulation. But as 
coins probably have been marred 
continually since Robert Morris 
established the first U. S. Mint at 
Philadelphia during 1792, you 
may be sure there are enough bad 
coins making their rounds for you 
to avoid accepting them. 

With defaced bills or bank 


notes there is more leniency. Pa- 


The maimed, the halt 
and the blind coins 
will always pass in 
review across your 
counter unless you 
try to prevent them. 


per currency when not so muti- 
lated that less than three-fifths of 
the original proportions remain, 
will be redeemed at their face 
value. When so mutilated that less 
than three-fifths but clearly more 
than two-fifths of the original pro- 
portions remain, they are re- 
deemable only by the Treasurer of 
the United States at one-half the 
face value of the whole note or 
certificate, but they may be re- 
deemed at face value upon com- 
pliance with the following pro- 
visions. 

Fragments less than three-fifths 
and those not clearly more than 
two-fifths, are redeemable at the 
face value of the whole note, only 
by the Treasurer of the United 
States, When accompanied by satis- 
factory proof that the missing por- 
tions have been totally destroyed. 
This proof should be in the form 
of an affidavit from the owner 
setting forth that he is the owner 
and the cause and stating the man- 
ner of destruction. If, however, 
the owner cannot of his own 
knowledge state the facts as to de- 
struction an affidavit or affidavits 
from any other person or persons 
having knowledge of the facts will 
also be required. The affidavits 
must be subscribed and sworn to 
before a notary public or other 
officer authorized by law to ad- 
minister oaths. 

In addition to the affidavits there 
should be furnished a certificate to 


(Continued on page 83) 
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Hardware Sales Showed 


General retail sales volume was 11 
per cent below 1937. Cautious buy- 


ing policies resulted in curtailed 


inventories despite reduced sales 


OTAL retail sales volume in 

1938 was 11 per cent below 

1937 according to estimates 
announced recently by Dun & 
Bradstreet, Inc., on the basis of 
the first 7500 returns from retail- 
ers in the annual survey of Busi- 
ness Trend. On this basis the 
dollar volume of 1938 retail trade 
is estimated at $35,593,000,000 as 
compared with $39,992,000,000 
in 1937. Independents suffered 
most severely, a sales decrease of 
12 per cent for this type of store 
contrasting with one of only 6 
per cent estimated for all retail 
chains. 

Dun & Bradstreet points out 
that the decrease of 11 per cent 
reported for all retailers is a “com- 
pensated estimate,” derived from 
the returns after adjustment for 
the difference in performance be- 
tween average concerns and the 


relatively successful type of op- 
erator predominant among the 
contributors. No such adjustment 
has been made in the reported in- 
ventory figures, which are believed 
to be reasonably accurate indi- 
cators of trade trends. All figures 
published at this time are prelimi- 
nary and subject to adjustment in 
the final report, although the 
Agency considers broad revisions 
unlikely because of the size of the 
sample used. It was pointed out 
by the Agency, however, that the 
somewhat lower price levels pre- 
vailing in 1938 indicate a less 
rapid decline in the physical vol- 
ume of goods handled than ap- 
pears from the trend of dollar 
totals. 

Cautious buying policies re- 
sulted in a curtailment of retail 
inventories during the year, de- 
spite the slump in sales. Inde- 


pendent retailers who furnished 
figures for the Survey of Business 
Trends showed a net decrease of 
5 per cent in the value of their 
stocks, which brought holdings 
down to $3,882,000,000 at the 
close of 1938. Almost all of this 
net contraction in retail stocks took 
place in the first half of the year, 
when the Agency’s Mid-year In- 
ventory Survey showed a decline 
of 4 per cent. It seems probable 
that retail holdings reached their 
lowest point sometime in the third 
quarter, followed by reaccumula- 
tion of stocks in some trades dur- 
ing the fourth quarter. 

Because inventories were slower 
to recede than sales, at the end of 
1938 they were still considerably 
above the 1936 level, although 
sales were well below the average 
for that year. Compared with 
1935, retailers’ sales for 1938 





1—COMPARISON OF SALES TREND ESTIMATES FOR 16 RETAIL TRADES, 1937-1938 


/ 

rm PERCENTAGE CHANGE——————--—_, 
-—Year 1937 to Year 1938——. First Half of 
Bureau of 1937 to First 
Foreignand Half of 1938 
Domestic Census D & B Survey, 

D & B Survey Commerce Survey Adjusted 
Independents Trades Independents Independents 
Only as a Whole Only Only 1937?! 1938 2 
a. mm == ¥ — 6 4,419 4,154 
( —11 — 9 1,265 1,151 
—19 —13 732 637 
—11 — 8 2,301 2,122 

2 





Year 1937 


to Year 1938 SALES IN MILLIONS 


OF DOLLARS 


Groceries, and Groceries and Meat. . 

Country General Stores 

Farmers’ Supplies 

Department Stores* 

General Merchandise and Dry Goods. 

Variety Merchandise 

Men’s and Boys’ Clothing and Fur- 
ED nnd cadwedbsteertaseeiss 

Women’s Clothing and Accessories. 

Shoes 

Furniture 

“Lumber and Building Materials.... 

Hardware 

Motor Vehicles 

Filling Stations 

Restaurants and Other Eating Places 


—11 — 8 607 558 
== § — 94 92 


if —17 — 16 605 508 
<— 9 —11 881 784 
{— 7 — 7 300 279 

— 16 931 782 

—10 1,240 1,116 

—12 984 866 

— 27 5,214 3,806 

— 4 2,595 2,491 

— 7 1,555 1,446 

— 2 1,092 1,070 

es —12 6,502 5,722 

—15 —12 31,317 27,584 

* Department Store Indexes—(Chains and Independents)— 


ay 


i 
to 
onumowuauanwat nz ae 


All Other Retail Trades ‘ 
Total—All Independent Retailing. . —12 


1See footnote 1, table 3. *See footnote 3, table 3. 
Federal Reserve Board. ‘Information not available. 
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7 Per Cent Decline in 1938 


showed an increase of 7 per cent, 
retailers’ stocks an expansion of 
16 per cent. 

In comparison with wholesalers 
and manufacturers, retailers fared 
favorably. The wholesaling and 
manufacturing concerns reporting 
to Dun & Bradstreet in time for 
this preliminary tabulation showed 
sales and inventory declines for 
1938 somewhat sharper than those 
of retailers. Decreases of 15 and 
13 per cent, respectively, in manu- 
facturers’ and wholesalers’ sales 
compared with the 11 per cent 
drop in retailers’ volume. In line 
with the sharper slump in sales 
reported for these two groups, in- 
ventories also were down more 
abruptly, reductions of 8 per cent 
in both instances contrasting with 
the contraction of 5 per cent in the 
value of retailers’ stocks. _ 

The present survey sample of 
455 lumber and building material 
dealers sold only 5 per cent less 
in 1938 dollar volume. than in 
1937. Apparently confusing are 


the facts that both total and resi- 
dential building contracts were 9 
per cent larger in 1938 than in 
1937, while the Census Survey re- 
cords a 17 per cent decline in 
building material sales during the 
first half of the year, as compared 
with early 1937. Average levels of 
construction costs during the two 
years in question were not far 
different—the decline was less than 
1 per cent. Lumber deliveries re- 
ported by the National Lumber 
Manufacturers were down by 15 
per cent, but producers’ stocks 
were depleted somewhat during 
1938. On the basis of all these, 
the preferred estimate of the retail 
sales decrease is set at 10 per cent. 

Retail building material inven- 
tories followed sales downward 
but not as rapidly, perhaps be- 
cause inventories in the period 
from 1935 to 1937 had advanced 
less than half as rapidly as sales 
in this trade. 

The survey sample of hardware 


retailers reported a 7 per cent de- 
cline, whereas the Commerce De- 
partment estimate covering build- 
ing materials and hardware to- 
gether was 11.5 per cent below 
1937. The principal conclusion 
which can be reached is that the 
hardware trade suffered somewhat 
more than lumber and _ building 
materials and the preferred esti- 
mate has been adjusted accord- 
ingly. Hardware retailers’ inven- 
tories moved down at only one- 
fifth the rate of the sales decline. 
Perhaps again, as in the case of 
building materials, it was because 
the’ inventory increase during the 
previous two years had been less 
than half as rapid as the sales in- 
crease. 

Building material retailing fared 
better than furniture in 1938, per- 
haps because of the stimulus of 
government subsidies and govern- 
ment construction in the housing 
field and in some part because the 
average consumer seems to have 

(Continued on page 82) 
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2—SALES AND INVENTORY TRENDS FOR 16 RETAIL TRADES, 1935-1938 


(Based on aggregates of dollar volume) 
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71937-1938 Survey— 
Cases 


INVENTORY TRENDS 
End of 1937 
to End of 1938 
wane * 











Reporting 
Decreased 
Sales 


1935-1937 
Revised 
Estimates! 


J Cases 
End of End of 1937 Reporting 
1935 to to Middle Decreased 
End of 1937 of 1938? Inventories 
Per Cent Per Cent Per Cent Per Cent 
Change Change of Cases Change Change Change of Cases 
+ 13 — 1 57 + 1 0 40 
+14 6 67 q 0 — 8 52 
+ 22 68 


Per Cent PerCent Per Cent 
TRADE 

Groceries, and Groceries and Meat... 
Country General Stores 
Farmers’ Supplies 
Department Stores’ +17 an 
General Merchandise and Dry Goods. + 15 § 68 
Variety Merchandise +15 42 
Men’s and Boys’ Clothing and Fur- 

nishings — 81 
Women’s Clothing and Accessories... 3 . 58 
Shoes g 4 66 
Furniture 4 — 75 
Lumber and Building Materials : - f 64 
Hardware d — 68 
Motor Vehicles 36 25 91 
Filling Stations - 33 — | 48 
Restaurants and Other Eating Places — § 59 
Drugs 57 
All Other Retail Trades 5 


1 


ol bS b&b bo aw 


++++++++ 
b 
ono = 


+ kal 
. + 23 - 4 — 
65 + 2% — 4 — § 

1The 1935-1937 trend estimates are similar to those published in the May, 1938, issue of DuNn’s Revirw. In a 
number of cases the percentage of increase shown at that time now appears too high and was reduced after joint 
study with officials of the Bureau of Census and of the Bureau of Foreign and Domestic Commerce. 

2The December, 1937-June 30, 1938, trends are published in the October, 1938, issue of DUN’s Review. 

3 Federal Reserve Board—Department Store Indexes. 
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Special National Consumer Advertising for 


National Hardware 


At the left—The two-color, half-page ad- 
vertisement of Fayette R. Plumb, Inc., 
Philadelphia, Pa., to be published May 6, 
1939, in The Saturday Evening Post bring- 


C H EC K YO U R ing to more than 3,000,000 consumers the 
message of National Hardware Week and 
me) C A L information about special Plumb tools se- 
lected by this manufacturer for display 
during that promotion event. 


HARDWARE DEALER 


DURING NATIONAL « 
HARDWARE WEEK 
MAY 6-13 


tien 
[ira 5 i 


Py ES 


» Le 

tik wf arnt 1A 

ae eee 
Pein tems 8: 

++.and the biggest value you'll find~any week—is Plumb. 

When you buy a hammer, hatchet, axe or file, quality and 

service are the only true measures of value. 

In tools and hardware, you can not make a satisfactory 
choice merely from price tag or printed description. You 
must see them, appreciate the fine points at first hand. 

Your choice can be helped by expert advice. 

Your local hardware merchant—the specialist on tools in 
your neighborhood—can help you select the right tools for 
any job you want to do. He gives you satisfactory service. He 
can tell you of the quality and value built into Plumb Tools 
-«. tools with the well-known “Red Handle and Black Head.” 

Get to know, and depend on, your local hardware dealer. Above—The two color, full page adver- 
Visit his store this week. It's an interesting place to shop : tisement of The Union Fork & Hoe Co., 
we ew Ad — a RRS SS a rete Columbus, Ohio in The Farm Journal, 

eccgnise the wiie-awake comer by Cathe Swe: sam Successful Farming and Country Gentle- 
displays (shown above) during National Hardware Week. man bringing its _ Bre to » a. than 
6,000,000 farm homes, urging them to buy 


FAYETTE R. PLUMB, INC., PHILADELPHIA, U.S. A. Union farm and garden tools from hard- 
ware stores and calling attention to Na- 
tional Hardware Week. 
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oe omen 


A, Saturday May 6* to May 13% a, 
announce a Great Nation-wide Hardware Sale Ae 


FROM COAST-TO-COAST... FOR OWE WEEK ONLY 
THE MOST AMAZING VALUES EVER OFFERED BY YOUR DEALER 
Housewares! Paints! Utensils! Cutlery! Tools! BARGAINS ALL! 


Ma bth to / 3th Are you the “buyer” in your home? Then, drop in_on your 
. F 4 Hardware Dealer today. He will gladly demonstrate that his store 
is the logical place to purchase Housewares, Home Furnishings, 
Paints. Urensils, Cutlery, Tools, Hard and other mai 
items for the housebold. But...meore than that ...you will find, 
teademarked merchandise in his “National Hardware Week™ 
Sale, priced to surprise even the thriftiest bargain hunters. 





Truly...this is your opportunity to get acquainted with real 
values. and the real man behind them. His established reputa- - ‘ 
tion in the community reflects the character of the products he Meters Haxiuere, Week bs qunasced by 

. 3 Hardware dealers throoghma the country. 
sells ard the service he renders. As to his prices... they are little Through the sui of Uliitoennes 
if any more than what you pay for inferior goods sold without and Wholesalers outstanding values are 
oflered at this time. A>» their pact in this 1 





responsibility or without service. 


vy . 
[ h es é adve rtis emen ts UNIVERSAL Products are not sold by Chain Stores or Mail-Order Houses 


will invite millions guna renin 








of consumers to visit 


retail hardware stores 
and should help: 
“to make consumers more 
hardware store conscious” 





Autor sb¢ beat contral saves catrent 
Mo specsa) wiring required 











Nels “OUR Tanpeas’ paanyY & CiARe MEW ORITAIN, CONMECTICNT 


Above—This full page advertisement of 
Landers, Frary & Clark, New Britain, 
Conn., will appear in The Saturday 
Evening Post on May 6, 1939 and will re- 
mind more than 3,000,000 consumers that 
the local home-owned retail hardware 


the 
the 
“fondle store is a genuine asset to the community 
me and the place to find good quality and 
ace good values. This advertisement gives Na- 
soon tional Hardwase Week full prominence 
c= and also features a group of Universal 
‘ted home needs that this manufacturer recom- 
mends for display and merchandising 


during this promotion program. 


COMNSE Sipe 
0 pence 
08 1 wt, 


At the left—This full page advertisement 
of The Carborundum Co., Niagara Falls, 
N. Y. brings the National Hardware Week 
message to more than 4,500,000 people and 
features: Carborundum scythe stones; 
pocket hones; farm files, etc. which this 
manufacturer suggests for display and pro- 
motion during National Hardware Week. 
This advertising will appear in Country 
Gentleman, Popular Homecraft, Capper’s 
Farmer, Popular Science Monthly and 
Successful Farming. 


MARCH 23, 1939 








Special Displays! Special Goods ! 


National Hardware Week 


The Twin-O-Matic is the National Hard- 
ware Week Special offered by Manning, Bow- 
man & Co., Meriden, Conn. It is smartly 
styled, completely automatic and bakes two 
full-sized waffles at a time. Finish is non- 
tarnishing chromium with rich walnut Bake- 
lite mounts and features accurate dial con- 
trol and thermostatic cut-off. A large 
consumer advertising program will be used 
and plans are under way to make 1939 a 
waffle year. Many sales aids are also avail- 
able. 

An introductory deal is available for a 
limited time only. Called the “Personal 
Present” deal it consists of one No. 6060 
Twin-O-Matic, dealer’s cost, $9.60, selling 
price, $16.00; two No. 5050 Twinover models, 
dealer cost, $7.77, selling price, $12.95, and 
one No. 6060 Twin-O-Matic, dealer’s cost, 
$5.00, retail selling price, $16.00. This last 
item is suggested as a gift for the dealer’s 
family. Full cost of the assortment is $30.14 
and its retail value, $57.90. 


ti ail 

The Eagle Lock Co., Terryville, Conn., 
offers an attractive display to feature its No. 
04851 series extruded metal pin tumbler pad- 
locks during National Hardware Week. The 
display, taking up little counter space, is 
constructed of black wood to contrast with 
the modern design of the padlocks. Keys 
are attached to display so that operation of 











The McKinney Mfg. Co., Pittsburgh, Pa., 
offers a special for National Hardware Week 
labeled No. 39. In this deal the dealer re- 
ceives three No. 692 DJ McKinney mail boxes, 
free. Other items in the deal are three No. 
692 DJ boxes, list price, $3.00; four No. 693 
DJ boxes, list price, $9.60; one No. 694 K 
mail box, list price, $3.90 and one No. 694 
K mail box, list price, $5.30. 


locks can be demonstrated. Display is given 
free with an order of 12 assorted sizes 04851, 
04854, and 04856 extruded metal pin tumbler 
padlocks. 
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Landon P. Smith, Inc., Irvington, N. J., is making 
available, without cost, a new striking Junior Bill- 
board, No. 173, equipped with No. D 13 display panel 
valued at $7.09. The dealer pays only $3.34 (value 
$11.24) which is the actual dealer’s cost for the 22 
Red Devil tools displayed (retail $5.06). The bill- 
board is a miniature facsimile of a standard outdoor 
billboard, measuring only 19 in. by 14 in. by 6 in. 
overall. Two-way vision-tools are displayed on both 
sides of the panel. It can be illuminated and panels 
are interchangeable. This offer expires May 13, 1939. 
In addition the company is offering free, a special 
National Hardware Week streamer, 19 by 3 in. (fits 
into billboard), in blue and red on heavy card. 


RED WHITE BLUE 





The Union Fork & Hoe Co., Columbus, Ohio, sug- 
gests a novel display in official National Hardware 
Week colors, red, white and blue—the same colors as 
those on the company’s tools; the Razor-back shovels 
having red handles; Union tools having special white 
handles, and Speedline garden tools finished with blue 
handles. As most of this company’s dealers carry all 
items, they can arrange a red, white, and blue display. 





from Vartwus Manufacturers for 


k | May 6th to 13th, 1939 


A striking window and counter display, showing the 





















These four specially priced items are avail- 
able to dealers for National Hardware Week 
from the Eagle Mfg. Co., Wellsburg, West 
Virginia. Complete details on these specials 
are available from jobbers. The large oiler 
on the left is priced at 79 cents; the upper 
oiler on the right is priced at 9 cents; the 
lower oiler at 5 cents and the trowel at 9 
cents. 
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utility features of the Clip-On rack, has been pre- 
pared for National Hardware Week by the Autoyre 
Co., Oakville, Conn. Printed in two attractive colors, 
the card attracts attention by its presentation of an 
apron-type sink, with a Clip-On rack attached. 





















Displays for Home and Sport 


Hardware Age Original 
Window Display Ideas 



















































































This symmetrical window display shows builders’ hardware to excellent advantage. In view 
of the fact that there is so much metal showing the backgrounds and fixtures can be dark 
in color. It might be a good idea to reprodice the sign on a blueprint blue background. 









































The 100th anniversary of baseball will be celebrated this year and up-to-the-minute 
dealers could well afford to feature a display devoted entirely to baseball equipment. 
There is a wealth of merchandise of this type that always brings the men and boys up 
to the window. Have your fixtures green—the same color as the outfield in the park. 
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Getting Acquainted 


When canvassing a rural terri- 
tory, a Michigan dealer always 
hires some retired farmer to ac- 
company him in the dealer’s car. 





As the men drive along country 
roads, the retired farmer tells the 
dealer the history of each farmer, 
and often introduces him to rural 
people. In this way, the dealer 
gets the cream of the sales and gets 
it very quickly. 


* * * 


Free Circulars 


Every store has many manufac- 
turers’ circulars to give to custom- 
ers, but displays of them inside 
the store often do not work out so 
well. A New York retailer over- 
came this by placing a small table 
in the sheltered entrance to his 
store, with a stack of circulars and 
a sign reading, “Free—Take 
One.” He reports he got many ad- 
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Others have used them to advantage 


Why not try them in your own store? 


ditional sales in this manner, for 
it was perfectly natural for many 
people to pick up the circulars 
after they had left the store and 
had nothing else to distract their 


attention. 
* * a 


List of Customers 


A Wisconsin hardware dealer 
has increased his paint sales by 
keeping a list of all persons who 
have painted barns and houses in 
his territory, and who have bought 
paint from his store. When a paint 
prospect questions the worth of 
his paint and its lasting quality, 
this dealer hauls out his book, 





rattles off a list of people who 
have used his paint, picks out one 
or two jobs that are outstanding, 
and asks the prospect to inspect 
the house or barn in question. 
This sort of sales approach often 
causes the paint prospect to decide 
to buy, says the dealer. 


Signs 
An Illinois dealer one day 
counted the number of customers 


he served in a year and found that 
the total was close to 4,000. So he 








erected a large billboard which 
carried this copy, “Be One of the 
4000 Satisfied Customers of Our 
Store.” After the sign was erected 
several customers expressed their 
astonishment that the merchant 
served so many people. 


Advertising Survey 


Before placing newspaper ad- 
vertising contracts, a merchant 
mailed out 1000 penny post card 
questionnaires, with return cards, 
asking people what newspapers 
were most widely read in his lo- 
cality, and then he proceeded to 
place his advertising. His survey 
card asked people to list three 
choices in order. 











eA History of 
the Business Man 


inherited my love of reading. 

But while I read more or less 
in a haphazard way she reads 
with system. She believes a per- 
son should have an object in read- 
ing. Before she dips into a book 
she asks the questions, “What 
for?” “Why?” “Reading,” she 
says, “should be to help you in 
your work, to clear up some prob- 
lem, or to give you information 
you need.” Of course, she believes 
that a certain amount of reading 
for relaxation is all right—“All 
work and no play makes Jack a 
dull boy.” But to read exciting 
books just to gain forgetfulness or 
oblivion she states is just like us- 
ing a narcotic. Reading when not 
regulated, she holds, is just a 
form of dissipation, little different 
from seeking the effects of drink- 


ing. 


| HAVE a daughter who has 


The Business Man 


Being still interested in my edu- 
cation, she buys me books and in- 
sists on discussing them with me 
The last book she has presented 
me is a “mouth-full” or a “hand- 
full” as you please. “The History 
of the Business Man.” by Miriam 
Beard. It is 800 pages. It pic- 
tures the business man from the 
dawn of History to the present 
time. Here is what I find written 
about the book on its wrapper. 

“This is an attempt in a new 
direction—the biography of a type, 
instead of an individual. The author 
seeks to present a picture of the 
business man, the organizer of eco- 
nomic enterprise, whether in finance, 
trade or manufacture. Whence did 
he derive his character, ethics. con- 
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Reviewed by 
SAUNDERS NOoRVELL 


cepts, costume and slogans? How 
did he acquire his individualistic 
and puritanic traits, his veneration 
for Fortuna, Nature, Empire? How 
did he make and spend his money 
in booms, and face the tragedies of 
depression? What were his rela- 
tions to culture, religion, war, dis- 
covery, the State, the Public—and 
his wife? In what ways did the 
American, Briton or German differ 
from the Italian or Japanese? What 
has the business man said, when- 
ever he has broken his traditional 
rule of taciturnitas? 

“Not written around a rigid thesis, 
this book is intended to present an 
assemblage of facts about the de- 
velopment of the business man and 
his influence on the rest of society. 
It brings to popular attention a 
large amount of fresh material un- 
earthed by continental scholarship, 
which helps to explain his réle in 
affairs and provides him with the 
historic setting he has _ hitherto 
lacked. The story is carried from 
the Homeric Age, when ship- 
wrecked Ulysses wds mistaken for 
a ‘tired business man,’ through the 
mediaeval era of independent mer- 
chant-rulers, secure behind city walls 
until they sold cannon to their 
knightly foes; it continues into the 
age of Renaissance festivals, cele- 
brating the great boom of the 1550’s 
with unparalleled frank exuberance, 
and into the dark years after the 
ensuing financial crash, when the 
business man was subjected to the 
baroque kings. Then he is shown 
learning how to win wealth through 
royal privilege and at last freeing 
himself from the strong _ state 
through revolutions from Newport 
to Paris, Canton and Tokyo. And 
finally the post-War business man is 
confronted with a new dilemma, a 
new role in the State——in a time 
of business bigness and mass- 
democracy. 


“Miriam Beard is the daughter of 
the American historians, Charles A. 
and Mary R. Beard. She has 
travelled widely in Europe and the 
Orient and has lived for several 
years in Germany and England. She 
is the wife of Dr. Alfred Vagts, 
German historian of diplomacy.” 
Published by The Macmillan Com- 
pany, New York. 


I must admit I have just 
skimmed through this book. I 
don’t know the price. It must be 
about $3.50 or more. I have often 
said I thought books were priced 
too high. A publisher tells me in 
1910 there were 5300 book dealers 
in this country—now there are 
only 3900. This reduction in 
dealers has led to a shrinkage of 
book sales and this in turn has 
led to higher costs and higher 
selling prices. Fifteen years ago 
the price of the average novel at 
retail was $1.25—now similar 
books sell for $1.75 to $2.50. 


Printed Footballs 


Books have been used as a foot- 
ball by price cutters. When “Gone 
with the Wind” was costing 
dealers $1.50 a copy, a large de- 
partment store here in New York 
advertised it at 85 cents. Such 
conditions almost ruined the book 
business, but now under our new 
fair trade laws prices are being 
stabilized by publishers and book 
dealers are looking for better 
times. 

x * * 

This book by Miriam Beard is 
a mine of information. If care- 
fully read and digested it is an 
education in itself. Now as I lay 
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Not content with stepping out ahead of all competition with a completely 
new and sensational grass cutting machine, Clemson also offers its dealers a 
complete variety of tested, effective sales producing helps and national adver- 
tising to reach the worthwhile prospect everywhere. 


Millions of hard-hitting pages of consumer advertising plus attention-getting 
dealer helps, combined with the new Clemson Model C-17 precision lawn 
machine, supplies dealers with everything they need to build a larger steady 
volume of lawn mower business at an attractive profit. Further information 
sent on request. 





it down to rest and think it over 
I am impressed by one astonish- 
ing and outstanding fact. This fact 
is that all the troubles the present 
day business man is groaning 
under are absolutely nothing new. 
All down the ages the business 
man has been in trouble. He faced 
tribal chiefs who demanded their 
“cut.” Lords and nobles, kings 
and such who demanded theirs. 
Military leaders who got theirs on 
land and pirates who took theirs 
at sea. So on down to the present 
day when politicians fix the taxes, 
pass the laws and squeeze out 
every cent possible from the earn- 
ings of the business man. 

With a few exceptions in place 
and time, such has been the story 
of the business man all down the 
ages. 


A Note of Encouragement 


But here’s a note of encourage- 
ment. Through it all the business 
man has held his own. He only 
lost ground when he became soft 
as a result of short periods of 
prosperity and so became an easy 
victim to his enemies. 

Another strange thing is that 
the business man down through 
the ages was more prosperous and 
became more powerful as. nations 
got into trouble and fell apart. 
The nobles, Rings, warriors lost 
their power in the general ruin as 
a result of their constant wars and 
then the business man came back 
into his own. 

Look at our world conditions 
today. Read of world conditions 
through the past and the picture 
is always the same. 

This book does not deal in glit- 
tering generalities. It is definite 
and factual. It is not someone’s 
theories, it is universal history. 

I feel I owe no apologies for 
writing so fully about this book. 
For years, I have in this publica- 
tion from time to time touched 
upon books of the hour and my 
“fan mail” has shown a wide in- 
terest of hardware men and women 


in books. 


* * * 


This book I find is full of quaint 
information. “Loud” clothes comes 
from a custom in the Middle Ages 
of some of the rich burghers of 
wearing tinkling bells sewed to 
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their costumes. The expression 
“high hat” comes from the me- 
diaeval times when women wore 
those high, conical hats with long 
veils attached. The richer the 
woman the higher the hat! 

Well, since we are on books, | 
must tell of the pleasure I derive 
from the little book I receive every 
Christmas from The Lakeside 
Press, Chicago. I have received 
these books without interruption 
for some twenty years. They come 
with Mr. Donnelly’s card. These 
books advertise the company’s 
ability to make an all machine 
made book to sell at $1.00. 

Now these books are about the 
pioneer days of the West. One | 
have just finished is about the 
buffalo hunters who, along about 
1870-’80, plied their trade in what 
is now Kansas, Oklahoma and 
Western Texas. I know almost 
every foot of these states, but in 
these hunters’ stories the towns, 
villages and railroads are still in 
the bosom of the future. You can 
only tell where the story is placed 
by the names of the rivers. The 
slaughter of the buffalo was tragic. 
In 1877 (as late as that) 100,000 
buffalo were killed in this terri- 
tory. 

In 1877. in Texas, near the 
staked plain near the Brazos River. 
was fought what was called “The 
Hunters’ Battle” between the buf- 
falo hunters and the Indians, 
mainly Comanches. There were no 
soldiers at the party. The Indians 


had killed and scalped a hunter 
and his companions decided to 
teach them a lesson. 

The account of the trailing and 
final approach and attack is thrill- 
ing. The hunters were all skilled 
marksmen and were armed with 
the Creedmoor 50 cal. (4% in.) 
rifles. Just think of firing such a 
cannon! 

The Indians were armed with 
smaller rifles. The Creedmoor 
rifles outshot them in distance, so 
the hunters would just lie down 
and pick their Indian as they 
circled on their ponies. The 
hunters did not lose a man. They 
killed 33 Indians and wounded 
85. Several hunters were wounded 
but all recovered. There were no 
more Indian troubles in that sec- 
tion. 

Our beloved Mr. Hodge lived at 
Abilene, Kans. This was once a 
great buffalo country. I remem- 
ber along about 1889 there was a 
great barbecue at Abilene. The 
T.P.A. Post of Salina, 50 strong, 
went in a body. Jim Kimball was 
our leader. We were lined up in 
a parade. Proudly we marched up 
the wide main street. Just ahead 
of us a company of Masons 
marched in faultless form. They 
wheeled and 10 abreast turned a 
corner. Poor Jim Kimball looked 
worried. However, he courage- 
ously rose to the occasion. Walk- 
ing backward and facing us he 
cried out the command: “Cut a 
square corner!” 
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Any man who is mechanically inclined is bound to be attracted by dis- 
plays of fine tools. That being the case, it’s an assured fact that many 
a man will spend time gazing enviously at this exhibit of the Lufkin 
Rule Co., Saginaw, Mich., which is being featured at the Golden Gate 
International Exposition, now in progress at San Francisco, Cal. 
There’s a wide variety of tools shown here and the display should be 
decidedly interesting to all who see it. 
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“The dealer who wants to stay in business will do his planning and work toward a definite goal.” 





What’s te Answerer 


The concluding article in the series 


By 


4 JOBBER’S SALESMAN 


pictured two men, one of 

them headed for failure, one 
headed for success. The one 
headed for failure has not far to 
go. The successful man has ar- 
rived. Of the two, the failure had 
the better chance, but the success- 
ful man grabbed his opportunities. 
It is hard to say just what makes 
success and just what makes fail- 


N two previous articles I have 


ure, 

Every week I call on dealers in 
the hardware business. Some of 
these dealers have outstanding 
stores, good business and good 
profit. Some make a good living 
and some money. Others barely 
scrape along and a few are on the 
way out. After several years, I 
know the background of a good 
many individual dealers. I will 
not attempt to go into any of 
these, but will say that in general 
the money makers are the better 
workers and know their business. 
Some of the small profit makers 
are old line men who got their 
start back in what we like to call 
“the good old days.” The dealers 
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Lives the answer to success for the 


hardware dealer as the author sees it 


who barely scrape along and those 
headed for failure are almost in- 
variably those who have gone into 
business in the last decade with 
too little capital and too little 
knowledge of business. 


Capital Essential 


Now a man going into business 
must have capital and good busi- 
ness judgment in order to be able 
to combat competition. 

The chains are successful be- 
cause they have capital. Their 
merchandise is clean, attractively 
arranged and every article bears a 
price tag. Why can’t we have 
even our small town hardware 
stores the same way? I know of 
one hardware dealer who called on 
the manager of a large national 
chain in an adjoining town. This 
manager gave the dealer several 
hours of his time explaining mer- 
chandising and display. The dealer 
came home and with an expendi- 
ture of approximately $150 com- 
pletely rearranged his store with 


a few home-made display tables 
and a few gallons of paint. He got 
his investment back in six months. 
Yet how many of us sit back and 
give the chains hell for taking our 
trade. Display and cleanliness go 
a long way toward increased busi- 
ness. 

I have listened to a great many 
talks on advertising and all of 
them were good. However, the 
story did not always fit the pocket- 
book of the small town merchant. 
I know of only five dealers on 
my territory who have a set adver- 
tising program and fix a certain 
amount of money to spend on 
their particular program. All of 
these five dealers are successful. 
Three are in towns of fair size. 
but two of them are in towns of 
less than 2,000. 

One form of advertising, often 
neglected, costs the dealer noth- 
ing. I refer to the show windows. 
A little soap and water and a 
little time and effort in the dis- 
play of seasonable merchandise 
will tell your customers you have 
something to sell. Probably news- 





HARDWARE AGE 





























en 
th- 


vs. 


ise 
ve 
N'S- 














paper advertising is the most im- 
portant of all. Too many dealers 
slight this method and they have 
a lot of arguments to substantiate 
their claims that it does little good 
in the way of increased business. 
But how many of them advertise 
consistently? True, most of these 
dealers advertise, but they do so 
in a haphazard manner. To be a 
successful advertiser you have to 
tell the story over and over. A 
dealer can’t advertise every month 
or six weeks and expect to get re- 
sults. With the outlay of a small 
sum of money each week and a 
story to tell, advertising will 
bring results. 

Work figures in business now- 
adays. The methods of business 
today and those of 15 years ago 
are as different as day and night. 
Dealers can no longer take orders. 
They must go out and sell, and 
selling takes work. It takes plan- 
ning and the dealer who wants to 
stay in business will do his plan- 
ning and work toward a definite 
goal. It’s been a long time since 
the horse and buggy days and we 
have just started. Who knows 
what business will be like in 
1950? In high-gear, and don’t 
you forget it! 


Credit a Factor 


Credit is a very important fac- 
tor in any line of business. It has 
taken a great share of hardware 
failures, and it will take a great 
many more. Many dealers no 
longer finance their own paper 
on major item lines. They have 
turned that phase of their credit 
business over to a set of experts 
on financing and collecting—the 
wide - awake finance companies. 
This is a good thing. The average 
small town merchant is a poor col- 
lector. He is too intimately ac- 
quainted with his customers. But 
if the dealer will go a little fur- 
ther and place a limit on the 
amount of credit carried, spend 
some time on collections, there 
will be more money in the cash 
register. Remember, please, that 
cash makes the profit. You can’t 
use the book-accounts to buy mer- 
chandise or discount your bills. 

Here is a sample of how credit 
works: Bill Jones runs his bill up 
to $60.00. Our dealer sends him 


a statement or two. Bill goes 
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across the street and trades with 
the competitor. The sooner the 
dealer gets Bill in a corner, in- 
sists on the $60.00 and collects it, 
the sooner Bill comes back in the 
fold. You dealers know this. You 
have seen it happen a great many 
times. Your trade will think just 
as much of you if you make them 
pay up. They pay cash at the 
chains. Reasonable credit is all 
right, but the dealer is not a 
banker. The banks still operate by 
loaning money as a business. If a 
customer is worthy of credit that’s 
the place to get it. 

During the depression a great 
many dealers got the idea they 
could not sell quality merchandise 
because of price. They stocked 
lower-priced brands in steel-goods, 
tools, cutlery and other quick-sell- 
ing lines. By doing this they had 
to take shorter profits and to in- 
crease their volume to take up the 
slack. Few of them were able to 
show any profit. An independent 
dealer cannot expect to be success- 
ful selling merchandise when he is 
price-minded. After all what can 
he talk about except price? To me 
quality is the best argument in 
selling an item of an old national 
brand of merchandise. Both dealer 
and customer know that years of 
experience and honest workman- 
ship have gone into the making 
of that particular article. The 
people who make it are proud to 
produce such a given item. Now 
understand me, please. No dealer 
should kick out all his price mer- 
chandise. He is forced to carry 


some lines, both to supply that 
class of trade and one line helps 
sell the other and vice versa. | 
believe that it was E. C. Simmons 
who said: “The recollection of 
quality remains long after price is 
forgotten.” 


Balanced Stock 


A balanced stock is another es- 
sential to successful business. How 
many dealers stick to one line of 
ranges, heaters or other major 
items? How many have three or 
four different makes of ranges on 
the sample floor and as a result 
cannot talk convincingly on any 
one? Are you a dealer who buys 
in excess quantities just to get an 
extra 5 per cent? Are you out of 
a few quick-selling items because 
your capital is tied up with too. 
many lines of enamelware or what 
have you? Are you a sucker for 
the boy who calls on you only 
once to offer a big discount, pre- 
paid freight shipment, and leaves 
you with an order of shelf 
warmers? A lot of dealers are. 

I am not competent to give ad- 
vice nor do I intend to try to give 
it. However, there are certain car- 
dinal principles to observe in run- 
ning a business—sufficient capital ; 
a good, clean, balanced stock; 
credit where credit is due. Tie-up 
with one or two good sources of 
supply and stick to them. Do not 
overbuy. Work for your business 
and it will work for you. And so, 
another jobber’s salesman has 
stuck his neck out and will prob- 
ably bite the dust. 


Exemption Claims 


USINESS men granting credit 
should bear in mind that in 
every state a debtor is allowed an 
“exemption” by law. Under these 
exemption laws the debtor is 
enabled to claim as his own the 
goods, money or other assets al- 
lowed to him by the exemption law 
of the particular state. This means 
that, no matter how much he may 
owe an_ attaching creditor, the 
creditor cannot touch the exempted 
goods in order to get his money. 
The goods exempted by law are ab- 
solutely protected from the debtor’s 
claims. 
Construing the Illinois exemption 
statute recently,.a Federal Court 
pointed out that exemption laws 


“are to be liberally construed.” That 
is true of exemption laws in all 
states and simply means that in ap- 
plying the exemption laws the 
Courts give the debtor the “breaks.” 

Merchants and other _ business 
men granting credit, therefore, 
should remember that if the time 
comes to take legal action to get 
their money, they can recover only 
out of such goods and assets belong- 
ing to the debtor as are not protected 
by the exemption statute of his 
state. Which perhaps is another way 
of saying that a good moral risk is 
the only good credit risk. It is not 
difficult for the ordinary debtor to 
defeat collection by claiming his 
exemption rights. 

















Hall Hardware Co. Holds 
26th Annual Convention 





General Manager Steve P. Duffy 
presided at the convention. 


EARLY 700 representatives 
N of more than 360 retail hard- 

ware stores attended the 26th 
annual Spring Merchandising Con- 
vention of the Hall Hardware Co., 
Minneapolis, Minn.. at that com- 
pany’s offices and warehouse. The 
annual stockholders’ meeting of this 
dealer - owned wholesale hardware 
firm was held as the closing session 
of the four-day convention, Feb. 13 
to 16, 1939, inclusive. General Man- 
ager Steve P. Duffy presided. The 
opening address was made by Presi- 
dent Sam E. Hunt, Red Lake Falls, 
Minn., who welcomed the dealers 
and guests and invited open discus- 
sion on all subjects. He and Mr. 
Duffy high-spotted the program as 
planned and urged attention to the 
many displays which manufacturers 
had established to show new lines 
and to offer demonstrations. Through- 
out the program particular emphasis 
was placed on the Hall advertising 
program for 1939 which includes a 
radio broadcast program on_ the 
paint line branded “Supermix.” 

R. G. Hollingsworth, P. & F. Cor- 
bin Corp., outlined the opportunities 
for increased business at a profit 
through the development of more 
builders’ hardware sales and said 
dealers could avoid excessive price 
competition in this field by: 1—get- 
ting after a job early; 2—selling the 
appeal and beauty of good hardware 
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that harmonizes with the architec- 
ture of a home and makes it more 
attractive as a home. He urged 
mounted samples and showed sev- 
eral examples of useful sample 
boards which were available and 
which would help build this type of 
business, 

Ed. Ralph outlined the company’s 
plumbing goods set-up and ex- 
plained how the current “running 
water” campaign would encourage 
sales of fittings and the major equip- 
ment required. He also outlined the 
engineering services available from 
the Crane Co. whose line is handled 
by Hall. 

A. J. Luther, A. J. Luther & Co.. 
and Campbell & Mithun, Minne- 
apolis, Minn., outlined the four 
essentials of promoting retail hard- 
ware sales as follows: 1—advertising 
to reach the consumer in his home; 
2-—window displays as a sidewalk re- 
minder; 3-—interior store displays; 
4—clinching the sale when the pros- 
pect is in the store. The speaker 
explained the important parts of 
these four points illustrating them 
by showing: 1—sample of the Hal! 
spring advertising; 2—a model win- 
dow display ; 3—a model interior dis- 
play; 4—a typical sale. In all cases 
the merchandise was the same for 
all four points. To further impress 
these four essentials Mr. Luther, 
with the aid of three employees, put 
on a skit which dramatized these 
points. 

John Mortland, also of the Camp- 
bell & Mithun agency talked on the 
spring consumers’ catalog which 
Hall dealers will use for 1939, citing 
examples of increased sales for cata- 
loged items as against the sale of 
non - cataloged items. 

Speaking for the electrical depart- 
ment, Carl Brandtner told of the 
sales opportunities for small town 
hardware stores in connection with 
electrical sundries because these 
stores have good store traffic and 
good credit ratings. They can easily 
tie up with good licensed electrician 
for REA work bids as well as sell 
such items, for private use. without 
that arrangement. he said. 











President Sam E. Hunt makes 
the opening address of welcome. 


Joe Culver predicted steady prices 
on steel and wire products and be- 
lieved that higher prices could be 
expected in these lines. He also 
expressed the opinion that the 
builders’ hardware business would 
be very active throughout 1939. 

Frank A. Feyder said that tool 
sales for 1938 were much greater 
than for 1937 which he attribu- 
ted very largely to the availability 
of competitive grade tools at com- 
petitive prices. Mr. Ralph then 
spoke briefly on the heater line 
followed by an outline of the gas 
range line by Fred Rockwell, who 
later explained the china and glass- 
wares lines. 

Mr. Mortland told of the Hall 
“Supermix” paint promotion plan 
for 1939 which includes three radio 
programs a week over a group of 
Northwest stations. The program is 
to be from 6:45 to 7 a.m., Mondays, 
Wednesdays and Fridays with music 
by the Supermix Harmony Trio and 
brief selling talks by the announcer. 
A sample program was put on with 
the announcer and the trio dressed 
as painters. 

Merchandising manager Herb 
Brown talked about the linoleum 
line and supervised a demonstration 
of cutting yard goods in a small 
area of space with the full size rolls 
standing on end. Later he handled, 
with Mr. Rockwell’s help a “plat- 
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form sale” on competitively priced On Thursday afternoon a stock Hunt and Marckel; E. P. Babcock. 
goods for which dealers were invited holders’ meeting was held. This was Anoka, Minn.; H. J. Bekke, Canton. 
to place their orders. followed by a directors’ executive S. D.; Howard Connolly, Devils 

Luncheon was served each day at session. Officers of the Hall Hard- Lake, N. D.; O. V. Hanson, Roch- 
the warehouses. The convention ware Co.: S. E. Hunt, Red Lake ester, Minn.; G. A. Jeffery, Red 


closed Thursday night with a din- Falls, Minn., president; Amos Lodge, Mont.; Geo. DeRuyter, Sioux 
ner-dance at the Nicollet Hotel Marckel, Perham, Minn., and S. P. Center, Iowa; J. A. Monson, Braham 
which attracted more than one thou- Duffy, manager and secretary trea- Minn.; H. P. Nicklas, Durand, Wis.. 
sand participants. surer. The directors are: Messrs. and Albert Wynne. Windom, Minn. 


OFFICERS AND SPEAKERS AT HALL HARDWARE CONVENTION 


1—A group of Hall directors. Left to right: Howard Connolly, Devils Lake, N. D.; H. P. Nicklas, Durand, 

Wis.; Amos Marckel, Perham, Minn.; J. A. Monson, Braham, Minn., and E. P. Babcock, Anoka, Minn. 2— 

Ed. Ralph, buyer. 3—R. G. Hollingsworth, P. & F. Corbin Corp. 4—Fred Rockwell, Better Business Dept. 

and buyer. 5—Frank A. Feyder, buyer. 6—John Mortland, Campbell & Mithun Co. 7—Carl Brandtner, 

buyer. 8—A. J. Luther, A. J. Luther & Co., and Campbell & Mithun Co., before window display used in his 

talk. 9—Herb N. Brown, sales manager in action. 10—The Supermix Harmony Trio who will put on the Hall 
paint merchandising radio promotion. 
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Stress Salesmanship 


REDICATED on a theme of 
P -Sotesmanship” the 18th an- 

nual exposition and convention 
of the Southern California Retail 
Hardware Association proved to be 
a highly profitable and well attended 
three day session. It was held at 
the Hollywood-Roosevelt Hotel, Hol- 
lywood on March 1, 2 and 3. 

In his opening address, Paul H. 
Rompage, Hollywood, retiring presi- 
dent, remarked that in his official 
capacity he had attended many 
group meetings and had personally 
visited many stores. He was greatly 
impressed by the number of newly 
modernized and up-to-minute hard- 
ware stores in this district. This 
prevailing condition, he believes, 
argues well for the ultimate future 
of hardware retailing. 

V. N. Ekdahl, sales manager, Swift 
& Co. Los Angeles, stated: “Selling 
is a great business, but one must 
build a sales talk around the use 
and around the romance of what 
the customer wants. Build value in 
the minds of the buyer. Don’t just 
pass out goods, be a sales counsellor 
and sales adviser for the many 
people who daily come into your 
store. That is what builds good will 
and friendship. Talk to people 
about the kinds of things people 
like. Enthusiasm is the outside evi- 
dence of inside knowledge.” 


Stores of Tomorrow 


Gene Burke, Los Angeles on 
“Stores of Tomorrow,” remarked 
“Today we have to resort to every 
kind of sales approach in selling 
goods—the actual salesman and the 
physical aspect of store. Hardware 
men cannot belittle the shopping 
habits and opinions of their com- 
munity. Every town is near a large 
town with its modern set up of 
stores. Obsolescence these days is 
not so much the things that cannot 
be used as the stores that are im- 
properly styled. Styling is what 
makes a store look out of date, in 
the minds of the public. Amortize 
the fixtures over a comparatively 
short period so as to permit the in- 
troduction of the many new things 
which are coming out all the while. 


Consider related selling as hardware 
has the most items that require 
suggested selling, therefore related 
selling items must be grouped.” 

W. S. McCune, vice - president 
Wagner Manufacturing Co., pointed 
out “Hardware stores are losing 
sales on many former profitable 
houseware items. The reason is 
that many items have slipped away 
from the hardware retailer because 
he has not learned the women’s 
angle. The big part of a hardware 
store’s clientele are women. Far too 
many hardware men are using the 
same selling points in presenting 
their wares to the women as they 
have done in the past to the men. 
A hardware store will send out two 
men to get a builder’s hardware 
business on which there may be 
netted a profit of $8.00 to $10.00. 
If he would contact the woman who 
is moving into this new home, many 
more dollars profit will be realized 
over a long term of years. Twenty 
years ago the hardware retailers 
controlled the kitchen utensil trade. 
Now hardware stores only sell 17 
per cent of the total volume of this 
business. This loss is due entirely 
to the lack of knowledge on the 
part of the retail hardware men of 
what women like and how they like 
to buy it. In department and home 
furnishing stores the fastest mov- 
ing, most profitable lines are right 
up front where the customers can 
easily pick them up, while in hard- 
ware stores these same items are 
most apt to be hid under counters. 
Put in more time in learning the 
wants, likes and future inclinations 
of the housewives and you will 
double your business.” 

Don C. Webb, Glendale, as chair- 
man of the Trade Relations Com- 
mittee, told of the working of that 
highly important committee and how 
it ironed out differences between the 
jobbers and retailers. 

“We have been working on the 
jobbers to get longer discounts on 
nationally advertised goods. All of 
the retailer’s expenses have gone 
ahead; we are going into the red 
on our sales taxes; social security, 
increased freight rates and other 

(Concluded on page 104) 
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Plays a Double Role in 
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With a Full Page Ad featuring Hardware Store 
Service in the May 6th issue of the Saturday 
Evening Post and Standard Items Specially 
Priced for this Sale. 9 


UNIVERSAL Oven 
with Free Table 
Roasts meats to perfection— 
bakes cakes and pies of 
feathery texture — hot bis- 
cuits in 15 minutes — broils 
steaks, chops or fish the 
smokeless, spatterless way— 
tender, flavorsome and juicy. 
Cooks everything within its 
capacity as efficiently and 
perfectly as a full size elec- 
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3,000,000 Readers of the “‘Post’’— and those who 
look over their shoulders —will be invited to Hard- 
ware Stores to see the outstanding UNIVERSAL 
and other Values offered during this, the Greatest 
Nation-wide HARDWARE SALE of all time. 








SPECIAL COMBINATION OFFER 


UNIVERSAL 
Streamline Automatic 
Wrinkle-Proof Iron 
nd 







tric oven. Automatic heat a 
# control keeps current con- Rid-Jid Ironing Table 
sumption low. No special No. E7163 










































Regular Price $34.90 wiring required. Regular Price $13.65 
Special Price Complete $29.95 UNIVERSAL Food Chopper — 
0 ow your DEALER’S 
DEALER’S ra a Fam- old iron $9.95 COST $6.65 
$21.00 3 pone | ee in weight — 20% larger ironing surface. Fully 
bist te sharpening, utomatic with current cut off. Table opens and 
Rigidly con- shear-cutting closes easily to put away. Locks firmly in position. 
structed all : knives. Saves H 
metal table, its cost in us- eavy pressure 
— enam- = ing left-overs. “a ry it. 
eled. Espec- 9 «¢ etal Iron 
ially made to ented Rest permits full 
hold oven. length of table 
Included no to be used for 
charge dur- folding clothes. 
Ho ee Shipped in mul- 
We a tiple of two, not 
— in single lots. 
ms UNIVERSAL 
UNIVERSAL SSL. =: Pint 
Health Scale = > — 
— br UNIVERSAL Choice of three 
colors. Utility Set No. 1542 colors with deco- 
: Hollow ground, raz rative stripes 
No. 485 g , Tazor : 
Reg. Price $4.95 UNIVERSAL Toaster edge stainless steel blades. Large Composi- 
~ alpine cron No.E7512Turn-easy model Rosewood Handles. tion Cups. 
Special Price | Chromium plated. Ivoroy Regular Price $1.75 No. 121 
; ; gular Price $1. : 
$3.95 trim. Regular Price $3.75 Special Price $1.25 Reg. Price $1.15 
mata 92.76 | Selma a | soles gig.apees. | Sesracete 
cost 92-00 — ‘ cost 20¢ 
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Discussed 





W. A. THOMPSON 
Retiring President 


FRANK E. LOUD 
New President 


URRENT legislation, fair 
+ trade laws and methods of 

merchandising were salient 
features of the 46th annual conven- 
tion of the New England Hardware 
Dealers Association, Feb. 28 to 
March 2, at the Hotel Statler, Bos- 
ton, Mass. 

The program of Tuesday, Feb. 28, 
began at noon with the complimen- 
tary luncheon, given by President 
William A. Thompson, Lowell, Mass. 
The president’s welcome followed 
the invocation by Rev. Herbert 
Rhodes Smith, D.D. A memorial 
to those members who had passed 
away during the year and awards 
to the 25-Year Club membership 
and to honorary membership were 
given. 

David R. Craig, president, Ameri- 
can Retail Federation, Washington. 
D. C. discussing “Current Legis- 
lation Affecting Retailing” under 
“Some Washington Trends,” noted 
the impression among many in high 
places and others less important 
“that the retailer is a kind of para- 
site,” and that “retailing needs to 
correct the misunderstanding about 
itself which has taken root in the 
public mind.” Mr. Craig outlined 
the purposes of the State Wage and 
Hour Bill. mentioning its provisions. 
He spoke of the Federal Firearms 
Act of 1938. Mr. Craig spoke for 
establishing a balance between re- 
tailers and Washington. saving that 
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air Trade and Merchandising 
in New England 


GEORGE G. HOY 
Retiring Secretary 


“it is very much to the interest of 
Washington to see that retailers, 1. 
700,000 strong, enjoy some measure 
of prosperity.” 

D. W. Northup, president, The 
Henry G. Thompson & Son Com- 
pany, New Haven, Conn., speaking 
on the subject, “Make Fair Trade 
Laws Fair,” in his opening words. 
gave a brief history of fair trade 
laws in other countries, but said 
that the movement which recently 
culminated in the Tydings-Miller 
Act started in 1913. He called at- 
tention to the laws passed in this 
country within recent years to pro 
tect the economic existence of the 
independent retailer. “It is of. ex- 
treme importance to the retailer that 
chain stores and mail order houses 
discontinue price-cutting on un- 
branded and private brands. Now 
that the means has been found to 
stop price-cutting of unbranded and 
private brands the retailer will be 
voluntarily accorded this protection 
No longer can a manufacturer give 
the excuse that it is illegal to pro- 
tect the retailer on all the merchan- 
dise he produces. The very laws 
created by the retailers themselves 
have provided this protection.” 

The present Fair Trade Laws 
enable manufacturers and retailers 
to stop the use of trademarked prod- 
ucts as loss leaders. These laws 
take away from the chain store the 
opportunity to discredit retailers by 














cutting the price on trademarked 
products. 

As evidence of the hardware in- 
dustry’s interest in Fair Trade legis 
lation, Mr. Northup quoted freely 
from a survey made by HARDWARE 
AGE indicating that 83 per cent of 
all retailers favored Fair Trade 
legislation and resale price con. 
tracts, but also indicating that 
neither wholesalers nor retailers had 
been very active in urging manu 
facturers to make such contracts. 
The support for these laws must 
come from the independent decisions 
of each individual retailer who be 
lieves in the benefits to be derived 
from the Fair Trade Laws. It can 
be accomplished by each individual 
retailer buying the products of those 
manufacturers whose policies are 
best suited to the retailers. 

Speaking on “Selling for Profit,” 
H. A. Renner, of the Socony Vacuum 
Oil Company, New York, discussed 
factors to be considered in opening 
a hardware store, advising first that 
it should be ideally located. He em- 
phasized the importance of an at- 
tractive store front as well as allur. 
ing window displays. Feature one 
profitable and seasonable item on 
the counter near the cash register. 
changing this item every week. The 
speaker stressed that appearance of 
the personnel should be neat and 
that they should have intelligence. 
If you render a delivery service 
let your customers know about it 
In advertising, have a rated mailing 
list, have your customers classified 
as to their financial status. 

Both morning and afternoon ses- 
sions on Wednesday were devoted 
to a sales and merchandising school. 
conducted by A. J. Luther, and as 
sistants, of A. J. Luther & Company. 
Minneapolis, Minn. Features of the 
school were showmanship in selling. 
group class work and demonstration 
of selling, interior display and win- 
dow display. Each member of the 
school made an actual demonstration 
of selling. 

At the closing session, Thursday. 
Glendon Hackney, editor, Hardware 
Retailer, spoke at some length on 

(Continued on page 103) 
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Leadership. : 


CONTINUED 


Another Noteworthy Statement 


by the Makers of 


FRIGIDAIRE 





Rise FALL Frigidaire made a statement... 
and a promise. The statement manifested 
Frigidaire’s acknowledgment of the obli- 
gations and responsibilities of leadership. 
The promise was a declaration that Frigid- 
aire would continue to discharge its obli- 
gations to the continuous and joint benefit 
of public and dealer. We held that it was 
the duty of a leader constantly to lengthen 
his stride, ever speeding to new and 
farther horizons. 

Today, America knows how Frigidaire 
has fulfilled, once again, :ts obligations. 
Today, throughout the breadth of the land, 
millions are hailing the new “‘Cold-Wall” 
Frigidaire as the greatest contribution to 
home refrigeration since the first days of 
the industry. Again, as in other years, 
Frigidaire has stepped forward with a 
new service, a new benefit to the public. 
And, in the wake of the introduction of 
this sensational new refrigerator, comes 
evidence that Frigidaire’s understanding 
of its obligations has been endorsed with- 
out reservation. For dealers and customers 
everywhere are proclaiming this new 
Frigidaire the greatest of all time. 

The entire line of new Frigidaire Refrig- 
erators is testimony to the rigid adherence 
to aggressive policies. New beauty, new 
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and greater convenience, new standards 
of economy, new contributions to the 
better keeping of food in the home. ..all 
these are embodied in every model from 
the highest to the lowest in price. And in 
electric ranges, electric water heaters, the 
public now knows the sincerity of Frigid- 
aire’s contention and aim that each suc- 
ceeding year the customer is entitled to 
receive more from every dollar spent. 

Great as this year’s stride has been, it is 
merely another milestone to Frigidaire... 
just another step to the horizon that is just 
as far away today as it was the first day 
engineers set pencil to paper. Our objec- 
tives...made clear to the public by sensa- 
tional new engineering developments... 
made clear to the selling organization by 
a new selected quality dealer plan... . 
cannot but create another successful sell- 
ing year with profit opportunities for all. 

Let us repeat a statement we made several 
months ago: Frigidaire is pledged to a contin- 
uously aggressive program that will contribute 
in a vital manner to the advancement of re- 
frigeration so that both dealer and consumer 
may continue to benefit. On this ideal, we be- 
lieve, Frigidaire leadership has been built. 
And it will be because of this ideal that 
Frigidaire leadership will be maintained. 
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Connecticut 


Connecticut Hardware Asso- 

ciation expressed opposition 
to the proposed Patman Chain Store 
Tax Law and also went on record to 
encourage the signing of more fair- 
trade practice contracts. The con- 
vention voiced its objection to large 
corporations buying at wholesale 
prices, strictly consumer goods for 
use of employees. It likewise op- 
posed the sale of flexible shaft clip- 
pers for less than established prices 
and decided to bring this alleged 
violation to the attention of manu- 
facturers. 

Held at the Bond Hotel, Hartford, 
Conn., March 8-9. 1939, the Con- 
necticut convention was well attend- 
ed with its traditional and interest- 
ing informal discussions of hardware 
distribution problems. Harry Mark. 
Ansonia, succeeds Fred T. Blish, Jr.. 
Manchester, as president. Other of.- 
fices are indicated elsewhere. 

President Blish opened the con- 
vention with a review of the year’s 
work, his attendance at the NRHA 
Congress with Secretary Charles F. 
Freeman, Branford, and told of the 
progress of the group. He paid par- 
ticular tribute to the efficiency of 
Secretary Freeman, whose report 
gave further details on the organiza- 
tion’s operations. 

Horace P. Aikman, Cazenovia, 


N. Y., NRHA vice-president. de- 





FRED T. 
BLISH, JR. 


Retiring President 





P, OSMAN 


T its 36th annual convention the 








HARRY MARK 
New President 


livered a selling talk based on his 
own experiences, urged dealers to 
become more sales-minded, to plan 
more outside selling activities and to 
seek additional sales on related 
goods. 

Sidney E. Cornelius, manager. 
Manufacturers’ Association, Hart- 
ford County, Conn., said it was fool- 
ish to blame manufacturers for cur- 
rent unemployment. He said that 
there were too many staggering tax 
burdens and too much governmental 
interference with business to permit 
normal expansion which every manu- 
facturer would welcome and that an 
opportunity for such expansion 
would help relieve the situation. He 
particularly charged the Capital 
Gains Tax with hamstringing busi- 
ness development and said that hours 
and wages legislation was harmful 
only because of the hours limits and 
not because of the wage standards. 
He deplored the extravagances and 
inefficiency incident to the handling 
of unemployment insurance and 
WPA funds and urged all business 
men to take greater interest in tax 
developments. 

D. W. Northup, president, The 
Henry G. Thompson & Sons Co.. 
New Haven, Conn.. discussed “Fair 
Trade in Competition.” Mr. Northup 
quoted freely from a survey in Harp- 
warE AGE, as evidence of the hard- 
ware industry’s interest in fair trade 
legislation. The survey indicated that 








Convention Opposes 
Chain Store Bill 





83 per cent of all retailers favored 
fair trade legislation and resale price 
contracts, but also indicating that 
neither wholesalers nor retailers had 
been very active in urging manufac- 
turers to make such contracts. 

Outlining the promotion program 
of the 1939 National Hardware 
Week, Glendon Hackney, editor. 
Hardware Retailer, told of the origin 
and progress of the first National 
Hardware Week observed in 1938. 
He urged prompt orders for display 
kits and other helps provided by the 
organization. He told dealers how 
this promotion had _ industry-wide 
support from the hardware trade pa- 
pers, manufacturers and wholesalers. 
At a later session Mr. Hackney out- 
lined the entertainment features of 
the NRHA Congress to be held at 
Cincinnati, Ohio, in July. 

Ralph Hill, Clapp & Treat, Hart- 
ford, conducted the question box 
discussions Thursday morning and 
was quickly voted as world’s cham- 
pion for such activity. The question 
box discussions are always a high- 
light feature of a Connecticut con- 
vention with a wide variety of perti- 
nent subjects under consideration. 

At the Thursday Dutch Treat 
lunch, Charles J. Heale, editor. 
Harpware Acer, spoke briefly on 
fair-trade legislation, urging support 
to the efforts of the organization to 
(Continued on page 100) 
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Can’t Fly on One Wing! 


nor can a dealer operate 
satisfactorily on one special! 




















JOHN H. HANNA, senio: 
partner of the firm of R. 
Hanna & Sons, Mankato, Kan- 
sas, hardware dealers, has 
been in the hardware business 
for 56 years and has been 
identified with the same firm 
for the entire period. He is 
83 years of age and was born 
Feb. 21, 1856. He started in 
business in July, 1883, when 
the firm of R. Hanna & Sons 
was organized by his father. 
Robert Hanna, and _ himself. 
In 1884 his brother, James B. 
Hanna entered the business. 
Robert Hanna died in 1903 

JOHN H. HANNA but the sons continued the 
firm until 1938 when James 

B. Hanna retired because of illness. In 1920 R. J. Hanna, 
a son of John H., entered the business and is still actively 
associated with his father. Mr. Hanna is one of the 
charter members and organizers of the Western Retail 
Implement and Hardware Association. He is the only 
living organizer still active in business. Gardening and 
children constitute his principal hobbies outside of busi- 


ness hours. 





04 





Hardware Age 
Kk ifty Y ear 
Club 


HARRY SEARING 
POND, first vice-president of 
Woodward Wight & Co., Ltd., 
New Orleans, La., was born 
Aug. 28, 1865, and entered the 
hardware business in 1883. 
Starting as an office boy and 
collector with the firm of 
which he is now vice-president, 
Mr. Pond was promoted suc- 
cessively to shipping clerk, 
receiving clerk and purchas- 
ing clerk. In 1887 he started 
out on the road and for 3] 
years represented his firm in 
various sections of the country. 
In 1918 he returned perma- 
nently to headquarters and was made a department man 
ager, later becoming a vice-president of the organization 
Mr. Pond has not been identified with public life. He 
states that flowers and gardens constitute his hohby 





HARRY S. POND 


JAMES K. COWAN, man- 
ager of the agricultural de- 
partment of Fowler & Sellars 
Co., White Plains, N. Y., was 
born on Christmas Eve, De- 
cember 24th, 76 years ago, 
and has spent 55 years in the 
hardware business. Mr. 
Cowan first became identified 
with hardware in 1883 when 
he became associated with 
Chas. P. Sherwood of White 
Plains, N. Y. Since that time 
he has been with Slawson & 
Woodruff; Slawson, Woodruff 
& Cowan, White Plains, N. 
Y.; Kellogg & Lawrence, Ka- 
tonah, N. Y., and Fowler & 
Sellers Co. A great home 
lover, he has raised a family of two sons and a daughter 
He has always been interested in all civic and business 
improvements in his city and at one time was postmaster 
of the City of White Plains. As manager of his firm’s 
agricultural department, it is only natural that his main 
hobby should be his garden and yard, of which he is very 
proud and which is a show place in the neighborhood. 





JAMES K. COWAN 
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They: "LL go where they can get assurance 
of a well-built electric refrigerator at the 
price they can afford. If you are losing these 
sales, you better take stock of the modern 
trend in refrigerator purchases. Write or 
wire for facts on the Gale plan. Learn how 
Gale dealers are equipped to take advan- 
tage of the new trend — why they get vol- 
ume with real profit! 

Gale offers a range of quality-built refrig- 


erators to satisfy all customer requirements. 
A DeLuxe Line, with all modern refine- 






New Streamlined 
Design — for bigger 
storage space. 


23, 1939 


Freezing Compart- 
ment, separated from 
coils. Different. Better. 


GALE 


wil hag go bo Sony 7 


ments and many exclusive features to sell 
at resale from $129.50 to $179.50 (7.3 cu. 
ft.). A Standard Line to sell at resale from 
$109.50 to $159.50 (7.4 cu. ft.). And the 
sensational Gale-Built Whitehall Line with 
Dulux exterior, Porcelain interior and 
other quality features, to sell at resale from 
$77.95 to $99.95 (6.2 cu. ft.). All covered 
by a 5-year protection policy. All backed 
by a corporation famous for its manufac- 
ture of high grade, precision built products! 


GALE PRODUCTS 
400 MONMOUTH BLVD., GALESBURG, ILLINOIS 


Removable Porcelain 
Shell provides real 
sanitation. 




















GALE SPACE COOLER 
Ask about the famous Gale Space 
Cooler (formerly Johnson). Better 
than ever for '39! Dependable, 
low priced unit for big summer 


sales. Cools, cleans, circulates, 
dehumidifies. No plumbing nec- 
essary. Just plug it in! 








Cold Storage Drawer 
with glass covered 
meat storage. 


PRODUCTS 


Division of Outboard Marine & Manufacturing Company. 


JOHNSON SEA-HORSES + EVINRUDE AND ELTO OUTBOARD MOTORS + GALE REFRIGERATORS AND SPACE COOLERS 






Sliding Vegetable 
rawer with glass 
covered crisper. 
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ADVANCES 


Screen Wire Cloth. 
Prepared Roll Roofings. 
Bright Wire Goods. 
Barbed Wire. 


Pig Lead. 


Welded Steel Chain. 


Hexagon Shingles. 


Cotton Work Gloves. 


Bale Ties. 


DECLINES 


One Make Safety Razor Blades. Some Watches, Clocks. 
Some Cameras. Cotton Sash Cord. 


Red Rubber Cloth-Inserted Tubing. 


PRICES REAFFIRMED 


Wire Rods, Nails, Staples, Fence Wire, etc. - 
Stove Boards. Bars, Sheets, Strip and Tin Plate. 


ADVANCES EXPECTED 


Prepared Roll Roofings. 


Steel Prices —Early this 
month, prices on leading products 
of the U. S. Steel Corp,’s subsidi- 
aries were reaffirmed without change 
for second quarter orders. With these 
prices reaffirmed, a more active mar- 
ket will probably develop. American 
Steel & Wire Co. has reaffirmed cur- 
rent base prices on wire rods, nails, 
staples, fence wire and other wire 
products for delivery during the sec- 
ond quarter. Barbed wire and bale 
ties, slightly advanced last month, 
will continue at the new levels. The 
Carnegie-Illinois Steel Corp. an- 
nounced that present prices of bars, 
sheets, strip and tin plate, for ship- 
ment during the second quarter, will 
be continued, the only change being 
some adjustment in the quantity de- 
ductions for large tonnages. 


a & * 


Safety Razor Blades An- 
nouncement has been made by The 
American Safety Razor Corp., 303 
Jay St., Brooklyn, N. Y., of price re- 
ductions on Gem safety razor blades. 
Prices to the dealer have already 
been reduced but new prices to the 
consumer will not be effective until 
May 1. New retail selling prices, 
as of May 1, will be 25 cents on 
Gem single edge blades, in packages 
of five, and 35 cents on the double 
edge blades. in packages of five. 
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Dry and Cut Shellac. 


Prices to the dealer on the single 
edge blades have been reduced from 
$2.10 to $1.75 per card of 10 pack- 
ages. On the double edge blades the 
price to the dealer has been reduced 
from $3.50 per card of 10 packages 
to $2.45. The company announces 
that the reduction in retail prices 
has been deferred to give “the dealer 
time to sell his present stock before 
the retail price is reduced.” 


* * * 
‘ 


Insect Screen Cloth — About 
March 6, leading manufacturers ad- 
vanced prices of all grades of wire 
cloth 5 cents per 100 square feet— 
the second such rise since opening 
prices were put out last November. 
The mark-up affects black enameled, 
galvanized and bronze cloth alike. 


* * x 


Welded Steel Chain — Effec- 
tive last week, leading makers ad- 
vanced all welded chain prices about 
10 per cent, affecting the heavy coil 
and log “pound” chains, as well as 


electric welded coil and_ halter 
chains. Weldless chain prices are 
steady. 


* *% * 


Asphalt Roofing—Advances of 
moderate amount—a few cents per 
roll—have been put out by some 
manufacturers, affecting prepared 


roli roofings, both slated and smooth, 
and marking up the standard 11-1/3 
inch hexagon shingles about 10 
cents per square. As the season 
comes on, price increases usually 
have appeared at this time in for- 
mer years, and the current move may 
be the forerunner of a generally 
higher market. The improving build- 
ing outlook has practically insured 
that the spring demand this year 
will be comfortably active. 


* * * 


Stove Boards—On March 2, 
leading makers of stove boards is- 
sued their 1939 season price sched- 
ules, with prices and terms un- 
changed from those of the season 
just past. 

* * * 


Bright Wire Goods — Prices 
on bright and brass wire goods 
(hooks, eyes, etc.), have been ad- 
vanced about 10 per cent. Brass- 
plated and cadmium-plated finishes 
are similarly raised. 


* * * 


Watches, Clocks—The Inger- 
soll-Waterbury Co., New York City. 
has announced new dealer prices on 
several items. The Ingersoll Dollar 
or Buck watch price to the dealer 
has been reduced from 77 cents to 72 
cents. The dealer price on the In- 
gersoll Dollar clock has also been 
reduced from 77 cents to 72 cents, in 
both round and square shapes. These 
price changes give the dealer the 
lowest price on these items in the 
company’s history. The company is 
giving the dealer, free of charge, one 
Ingersoll Mickey Mouse wrist watch 
with each order for a dozen of these 
watches. The prices on these num- 
bers are under Fair Trade law con- 
tracts in those states having such 
laws. 

* * * 


Eastman Cameras—A reduc- 
tion in camera prices was announced 
by Eastman Kodak Co., amounting 
to as much as 20 per cent on some 
of the newer and most popular mod- 
els. The company states that their 
facilities for precision manufacture 
and more efficient production have 
made possible the lower prices. 
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Sash Cord—Clothes Lines— 
A reduction of 1 cent per pound on 
all grades of braided cotton sash 
cord has been announced by leading 
mills. This establishes a market 
level about equal to the low mark 
of the depression, when cotton was 
selling several cents below today’s 
prices. Competitively priced braided 
cotton clothes lines are also at a 
near-low level. Jobbers are inclined 
to cover promptly on all these lines, 
feeling that today’s purchases will 
prove profitable. Jobbing buyers 
find a very firm market on cotton 
work gloves, with one manufacturer 
recently putting through a few mod- 
erate advances. 
* * * 

Harness—Sweat Pads—While 
early orders for harness lines have 
been disappointing, quotations are 
about even with those of early 1938. 
Prices on sweat pads are unchanged. 
and while sales have not yet opened 
up, a fair season is in prospect. 





* %*+ * 


Rubber Tubing—a change of 
early March was a mark-down of 
about 5 per ceyt in the price of the 
staple 3% inch two-ply red rubber 
cloth-inserted tubing—used for spray 
pumps and as gas tubing. 

* # * 


Miscellaneous Lines—Jobbers 
report a recent temporary lowering, 
for immediate orders, in prices on 
one line of school crayons, also car- 
penters’ and railroad chalk. The re- 
cent decline in window shades, while 
announced as temporary, is still in 
effect, and distributors are stocking 
up, expecting an early withdrawal. 
Sellers of dry and cut shellac are 
talking higher prices—with the cur- 
rent market unusually firm. Elec- 
trical annunciator wire, up 1% cent 
per pound late in February, is firmly 
held at the new basis. 





* *+ 


Pig Lead Advanced—Under 
pressure of an active demand, and a 
rising foreign market, pig lead prices 
were advanced 10 cents per 100 
pounds on March 9, to $4.70 at St. 
Louis. The outlook for a firm lead 
market is very good. The advance 
occasioned no surprise; consumers 
bought freely at the new level, and 
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producers found no trouble in mov- 
ing their quotas and more. Demand 
was from all quarters, and is re- 
ported to be entirely against con- 
sumers’ own needs. 


*% * * 


Price Movements—Improving 
demand is gradually strengthening 
most of the commodity markets. 
Several weak spots have turned 
steady, and while averages advance 
slowly, the present trend is moder- 
ately upward. Finished products, in 
hardware and allied lines, are gen- 
erally unchanged, but there are more 
advances appearing than declines. 
Commodity price averages are still 
under a year ago—the Bureau of 
Labor statistics index during the 
week ended March 4 stood at 76.7 
per cent of the 1926 average, a de- 
crease of 3.9 per cent below a year 
ago. The Dow-Jones index on 
March 10 was 2.8 per cent above the 
figure one month earlier, but 9.2 per 
cent below that of a year ago. 


* x * 


Washer Sales Increase—Fac- 
tory shipments of household washers 
in January totaled 109,909, an in- 
crease of 51.37 per cent over the 
January, 1938, figure of 72,611, and 
62.81 per cent greater than the 67,- 
502 washers shipped in December, 
1938. TIroners shipped in January 
totaled 8208, compared to 8967 in 
January, 1938, and 9210 in Decem- 
ber, 1938, according to figures re- 
ported today by J. R. Bohnen, Chi- 
cago, executive secretary-treasurer, 
American Washer and Iron Manu- 
facturers’ Association. “These sharp 
January increases, furthermore, are 
subject to a small revision upward 
to compensate for non-receipt of 
shipment totals from five-non-asso- 
ciation members,” Mr. Bohnen said. 


* * * 


Vacuum Cleaner Sales 
Vacuum cleaner sales in January 
totaled 102,599, compared to 124.- 
760 in January, 1938, and 126,153 
in December, 1938, according to in- 
dustry figures made public through 
C. G. Frantz, Chicago, executive sec- 
retary of the Vacuum Cleaner Manu- 
facturers’ Association. 








Orders Show Increase—Gen- 
eral Electric Co. has announced that 
its orders received during the first 
two months of 1939 amounted to 
$51,800,000, a gain of 25 per cent 
over the same period last year. 


* * * 


Appliance Volume Increases 
A sharp upturn in wholesale pur- 
chases in January of electric re- 
frigerators, ranges and water heaters 
has been reported by the National 
Electrical Manufacturers Associa- 
tion. Sales gains for major elec- 
trical appliances ranged from 43 to 
96 per cent over 1938. Refrigerator 
sales by manufacturers to distribu- 
tors and dealers totaled 140,053 units, 
a rise of 43 per cent over the 97,641 
units sold in January, 1938, although 
the figure was under that of Janu- 
ary, 1937, in which month 159,417 
units were sold. Electric range 
sales in January, 1939, totaled 28,- 
074, as against 18,500 in January, 
1938, or an increase of 52 per cent. 
January, 1937, sales totaled 26,160 
ranges. Of the three types of appli- 
ances the best gain was made by 
electric water heaters. In January, 
1939, a total of 5111 units or an in- 
crease of 96 per cent over the 2617 
units sold in the like month of last 
year was reported. January, 1939, 
sales were 51 per cent ahead of 
January, 1937, sales. 
) * * *” 


4utomobile Tires—-The de- 
mand for tires from car manufac- 
turers and for replacement purchases 
brought shipments in January up 70 
per cent over January, 1938, and to 
the highest level since February, 
1937. 

* & & 

Oil Burner Shipments—Data 
on 178 manufacturers of oil burners 
released by Director William L. 
Austin, Bureau of the Census De- 
partment of Commerce, indicate that 
shipments of oil burners in January, 
1939, totaled 8738 units, as com- 
pared with 8824 in December, 1938. 
January, 1938, shipments totaled 
6338, and January, 1937, shipments 
numbered 9274. The manuacturers 
whose data are included in this sum- 
mary represent 86 per cent of the 
total value of the output for the in- 
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dustry as reported at the Census of 
Manufacturers for 1935. These fig- 
ures refer to oil burners and oil bur- 
ner units consuming fuel oil of 


Commercial Standard No. 1 grade. 
or heavier. 
J * * 
Steel Production — Whatever 


gains are being made in sales of 
steel products are not in keeping 
with the expectations of steel pro- 
duction, says The Iron Age. While 
progress is slow, hopes have 
strengthened that recovery in steel 
volume will extend well through the 
second quarter at least. Ingot pro- 
duction for the industry as a whole 
rose one point last week to 56 per 








cent of capacity, but the improve- 
ment was partly the result of larger 
specifications against contracts 
placed during the past few months 
and is not wholly a reflection of cur- 
rent business. Moreover, the trend 
is not altogether in one direction. 
The Chicago district, which had 
been gaining consistently for several 
weeks, lost two points to 56 per cent, 
and reports from there indicate a 
slight decline in new business. Off- 
setting that loss, however, were gains 
in Pittsburgh, Youngstown, Cleve- 
land-Lorain and southern Ohio dis- 
tricts. The Pittsburgh district picked 
up as much as the Chicago district 
lost. 














By ROBERT PILGRIM 
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Refined Copper Stocks — 
World stocks of refined copper in- 
creased 13,005 tons during February 
to 493,114 tons according to the 
Copper Institute. Stocks in the 
United States showed an increase of 
7848 tons to 308,958 tons. World 
copper stocks showed a gain of about 
23,000 tons in January, 1939. Ameri- 
can copper exports which totaled 
3768 tons in January, declined to 
3310 tons in February. 


* * * 


Paper Orders—Orders booked 
during January and February by the 
Scott Paper Co., Chester, Pa., con- 
tinued at the same level that ob- 
tained during 1938, and were con- 
siderably in excess of the company’s 
ability to produce according to an 
announcement by Thomas B. Mc- 
Cabe, president of the company. 
Plant operations are being main- 
tained on a regular 24 hour, seven- 
day week basis in 1938. 


* * * 


Pumps and Water Systems— 
January statistics of shipments of 
domestic pumps, water systems, and 
windmills were given out recently by 
the Bureau of the Census. During 
January, total factory sales value of 
shipments of deep well water sys- 
tems amounted to $163,357; of shal- 
low well water systems, $461,062, 
and of pumps, $171,910. Leading 
hardware and implement whole- 
salers are reporting a much more 
active inquiry this spring than last, 
for rural water systems, aided by the 
fact that prices are extremely rea- 


sonable. 
* * * 


Residential Building Gains— 
Residential construction for the first 
22 days of February rose more than 
18 per cent over the same period of 
January, as compared with a. nor- 
mal seasonal gain from January to 
February of approximately 10 per 
cent. For the first three weeks of 
February residential contracts for 
the 37 Eastern States totaled $59,- 
270,000, as compared with $50,095,- 
000 for the corresponding period of 
January, according to F. W. Dodge 
Corp., New York City. This extra- 
seasonal expansion represents an 
excellent augury for _ residential 
building prospects during 1939. At 
the end of the first seven weeks of 
this year, contracts for this class of 
construction amounted to $139,433,- 
000, representing a gain of 110 per 
cent over the total of $66,483,000 for 
the comparable period of last year. 
Not since 1929 have residential con- 
tracts for the first seven weeks of 

(Continued on page 95) 


HARDWARE AGE 
































WISS TINNERS’ SNIPS 


FOR EVERY PURPOSE 
BEST BY ACTUAL TEST 
PRECISION GROUND—ACCURATELY TEMPERED—FACTORY TESTED 





NEW?! 


Wiss METAL- MASTER SNIPS 
— COMPOUND ACTION — 


TWO MATCHED PATTERNS—“CUTS LEFT” OR “CUTS RIGHT” 


WIDELY USED IN THE AVIATION 
AIR-CONDITIONING — SHEET METAL AND 
ALLIED INDUSTRIES 


CUT INTRICATE DESIGNS IN STAINLESS, 
DURAL AND MONEL METAL WITH THE 
M-2 GREATEST OF EASE 


Length 10 in. Weight 12 oz. “Twice the work with half the effort” 


WISS 


SCROLL-PIVOTER 
SNIP 


Cuts circles, scrolls 
and squares as eas- 
ily as a straight line. 
Will cutalloy metals. 


Now furnished with 











NEW BULLDOG SNIP 
FOR HEAVY DUTY 
Precision Ground. Inlaid Crucible Steel Blades 








Made in Two Lengths 





serrated blade unless Name Length o/a Length of Cut 
otherwise ordered. “Bulldog 17 in. 2% in. 
*Bulldog 14 in. 2% in. 
N Full L th ini . . . . 
— a CURVED BLADE PATTERN TINNERS’ SNIPS 


enetian PATTERN TINNERS’ SNIPS Te AR ee nee 


Inlaid Crucible Steel Blades 





Number Full Length Length of Cut 
' 11 C.B. 9% in. 2% in. 
‘High Power’ Snips Marked * 10 C.B 11% in. 2% in 
Number Full Length Length of Cut 9C.B 12% in 8 in 
2 7 in 2 in. 8 C.B 13% in 3% in 
8 in 2 in. + C.B. 14%, in. 4 in 
1 9% in 2% in. 6% CB 15% in. , 4% in 
*10 11% in 2% in 
*9 124% in. :  * “A”? PATTERN SNIPS. 
*8 13% in. 3% in SOLID STEEL—GRAY JAPANNED HANDLES 
*7 14% in. 4 in. 
* 6% 15% in. 4% in. 


COMBINATION PATTERN TINNERS’ SNIPS 
Inlaid Crucible Steel Blades 
Will cut circles as well as straight lines 





Strong well-made solid steel snips at a medium price for general 
all-around use. 








Number Full Length Length of Cut 

*Al13 7 in 2 in. 
Number Full Length Length of Cut Al2 8 in 2. in. 
*100 11% in. 2% in. All 9% in 2% in 
* 19 121% in. 3 in. A10 ll in 2% in. 
es 13% in 3% in A9 124%, in. 3 in 
ae, 14% in. 4 in *Poecket size for auto tool kits 

J. WISS & SONS CO., NEWARK, N. J.. U. 8S. A. 
1848 91 YEARS OF SKILLED AMERICAN CRAFTSMANSHIP 1939 
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ANNOUNCED 


FOR NEW ORLEANS CONVENTION 


T. W. McAllister, Grant Bldg., 
Atlanta, Ga., secretary-treasurer 
of the Southern Hardware Job- 
bers Association, has announced 
general program details for the 
joint convention of that group 
and the American Hardware 
Manufacturers’ Association, April 
17 to April 20, at the Roosevelt 
Hotel, New Orleans, La. 

Feature speaker at the joint 
opening on Monday 
night, April 17, will be Clayton 
Rand, Mississippi newspaper edi- 


session 





A. C. 


RANKIN 


ior and publisher, author of a 
widely syndicated newspaper col- 
umn, and one of the nation’s 
most gifted public speakers. A 
musical program will start the 
session off and brief addresses 
will be given by the presidents of 
both associations. 

The separate business meeting 
of the Southern Hardware Job- 
bers Assn. on Tuesday morning 
will be devoted principally to dis- 
cussion of a number of important 
trade subjects, each one of which 
will first be analyzed by an asso- 
ciation member and then opened 
for general discussion. Among 
these subjects are the following: 

Relations with Employees; In- 
surance Problems; Experience 
with Specialty Lines; Problems 
Under New Federal Laws; Truck 
or Delivery Problems; Dealer 
Merchandising Assistance; Tax 
Problems; Handling Returned 
Goods; Promoting Mail Order 
Business; Consumer Coopera- 
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tives, and National Hardware 


Week. 

The separate meeting of the 
manufacturers’ association on 
Tuesday morning will feature an 
address by W. Gibson Carey, 
president of the Yale & Towne 
Mfg. Co., Stamford, Conn. The 
program will also include an ad- 
dress by H. B. Wilson, Mathias 
Klein & Sons Co., Chicago, presi- 
dent of the association, and the 
report of Charles F. Rockwell, 


342 Madison Ave., secretary- 
treasurer. 

Speakers at the second joint 
session, Wednesday morning, 


April 19, will be Colonel James 
E. Edmonds, New Orleans, well- 
known journalist and _ lecturer. 
Mr. Edmonds recently concluded 
a several months’ foreign tour in 
which he studied agricultural and 
economic problems. Other speak- 
ers will be Veach C. Redd, Cyn- 
thiana, Ky., president of the Na- 
tional Retail Hardware Association 


| and one of the South’s most suc- 


cessful hardware merchants, and 
W. E. Bilheimer, Fort Worth, 
Tex., who is much in demand for 
addresses dealing with problems 
of selling and sales management. 

Thursday morning will again 
be given over to separate busi- 
ness meetings of the two asso- 
ciations. 

The semi-annual dinner of the 
X-Club is scheduled for Monday 
night at Galatoire’s. Members of 
the Old Guard, Southern Hard- 
ware Salesmen’s Association, will 
hold their annual meeting Tues- 
day morning and their annual 








H. B. WILSON 


dinner Tuesday night, also at 
Galatoire’s. 

An elaborate program of en- 
tertainment with many special 
features to appeal to ladies will 
be provided. The arrangements 
are now being worked out by a 
special New Orleans committee. 

While convention headquarters, 
the Roosevelt Hotel, has been en- 
tirely sold out for the period of 
the convention, New Orleans of- 
fers other good, modern hotel 
accommodations nearby: the St. 
Charles, the New Orleans, and 
the Monteleone and Jung, where 
accommodations are still avail- 
able. Attendance at the 1939 
joint convention is expected to 
equal the high mark of 1200 
which was reached at the New 
Orleans convention two years 
ago. 

General arrangements for the 
convention are in the hands of 
a committee composed of Presi- 





S.S. Dixie on which the trip to New Orleans may be made. 





dent A. C. Rankin and Secretary 
T. W. McAllister of the Southern 
Hardware Jobbers’ Association 
and President H. B. Wilson and 
Secretary Charles F. Rockwell of 
the American Hardware Manv- 
facturers’ Assn. 


ANIMAL TRAP BUYS DECOY 
GUN STOCK BUSINESS 


Chester M. Woolworth, presi- 
dent of the Animal Trap Com- 
pany of America, Lititz, Pa., an- 
nounces the purchase by his 
company of the duck decoy and 
gun-stock department of the W. 


E. Pratt Manufacturing Com- 
pany, Joliet, [linois. 

The machinery and _ equip- 
ment is being moved to the 


main factory of the Animal Trap 
Company, at Lititz. Delivery of 
both decoys and gun stocks will 
be resumed in the near future. 

Manufacture of traps and gar- 
den tools will be continued, as 
usual, at the Lititz, Pa. and 
Niagara Falls, Canada, plants of 
the Animal Trap Company of 
America. 


GIBSON APPOINTS 
DISTRIBUTORS 


The Gibson Electric Refrigera- 
tor Corp., Greenville, Mich., has 
announced new distributors for 
its Freez’r Shelf refrigerator 
and electric range. They are: 
Capital Paper Co., Indianapolis, 
Ind.; Glasgow Stewart & Co., 
Charlotte, N. C.; Stern & Co., 
Hartford, Conn.; R. P. McDavid 
& Co., Birmingham, Ala.; Hall 
and Purse, Inc., Dallas, Tex.; 
Purse and Hall, San Antonio, 
Tex.; Reilly, Purse and Hall, 
Houston, Tex.; Florence Electric 
Supply Co., Binghamton, N. Y.; 
W. B. Davis Electric Supply Co., 
Memphis, Tenn.; Appliances, 
Inc., Cincinnati, Ohio; Carlson, 
Hatton and Hay, Eugene, Ore.; 
Charles E. Turnock Co., Mil- 
waukee, Wis., and Valier Sales 
Co., La Crosse, Wis. 

In order to keep up with orders, 
the Gibson company recently 
stepped up its rate of production 
and began operating its Green- 
ville plant 24 hours a day. But 
with the dealer demand still in- 
creasing, the company has put 


| its Belding plant on a 24-hour 
| production brsis. 
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HOPKINS CALLS CONFERENCE 
OF BUSINESS AND INDUSTRY 


Secretary of Commerce Harry 
L. Hopkins has invited more 
than 100 representatives of busi- 
ness and industry, including rep- 
resentatives of the retail hard- 
ware trade, to attend a series of 
conferences at the Commerce De- 
partment to assist in drawing up 
preliminary plans for conducting 
the 16th Decennial Census of 
1940. 

Among those invited to attend 
sessions on March 14 and 15, to 
be devoted to the consideration 
of a census of distribution, were 
the following: 

Rivers Peterson, managing di- 
rector, National Retail Hardware 
Association, Indianapolis, Ind.; 
George A. Fernley, secretary- 
treasurer, National Wholesale 
Hardware Association, Philadel- 
phia; E. R. Drake, secretary, 
National Paint, Varnish & Lac- 


quer Association, Washington, 
D. C.; Harold R. Young, and 
Louis Rothschild, both of the 
Retailers National Council, 
Washington; David R. Craig, 
president, American Retail Fed- 
eration; Arthur H.. Hert, Re- 
search director, National Retail 
Credit Association, St. Louis, 
Mo.; Henry H. Heimann, execu- 
tive manager, National Associa- 
tion of Credit Men, New York 
City; and Paul H. Nystrom, 
president, Limited Price Variety 
Stores Association, Inc., New 
York City. 

The new Secretary of Com- 
merce dispatched letters to each 
invitee, expressing the hope that 
they will “share with us this 
joint responsibility,” and that ad- 
ditional suggestions will be wel- 
come from trade associations and 
all other interested groups. 








NEW VICE-PRESIDENT FOR 
AMERICAN STEEL & WIRE 


Harvey B. Jordan has been ap- 
pointed vice-president of the 
American Steel & Wire Co., sub- 
sidiary of the U. S. Steel Corp., 
Cleveland, Ohio. Mr. Jordan will 
be in charge of operations and 
succeeds M. W. Reed, who has 
been made chief engineer for 
Carnegie-Illinois Steel Corp., an- 
other U. S. Steel subsidiary. 

Mr. Jordan has been in the 
employ of the wire company for 
25 years, having started as a 
chemist at Central Furnaces and 
Docks in Cleveland during his 





HARVEY B. JORDAN 
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college vacation period in the 
summer of 1914. He moved up 
through the ranks until he was 
named assistant vice-president in 
January, 1937, holding that posi- 
tion until the present time. 


SIMONDS SAW MOVES 
CHICAGO PLANT 
The Simonds Saw and Steel 
Co. is moving its Chicago manu- 


facturing operations to its main 
plant at Fitchburg, Mass. 





STEWART-WARNER RADIO 
SALES APPOINTMENTS 


An expanded sales and mer- 
chandising program for the 1939 
line of radios of the Stewart- 
Warner Corp., Chicago, has ne- 
cessitated a reorganization of the 
sales department and personnel 
of the radio and home appliance 
division. L. L. “Les” Kelsey has 
been appointed sales manager of 
the radio division with C. P. 
“Phil” Galloway as assistant 
sales manager. 


Under the reorganization plan 
the radio division will operate as 
an independent unit in the Stew- 
art-Warner organization. Previ- 
ously it was affiliated with the 
home appliance division, under 





the general sales management of 


John F. Ditzell. Sales manage- 
ment of home appliances remains 
under Mr. Ditzell. 
Distributorship of S.-W. radios 
and home appliances will be re- 





L. L. KELSEY 


allocated in many cases under 
the new set-up. The following 
appointments of district manager 
for the radio division have been 
announced: H. P. Dunkly, North- 
east; B. R. Peacock, East-Cen- 
tral; S. H. Rogovin, Southeast; 
D. A. Lewis, West-Central; A. 
DeB. Gaines, Southwest, and 
Spence Reese, West Coast. 








The Billings & Spencer Co., 
Hartford, Conn., has purchased 
the wrench division of the Bemis 
& Call Co., Springfield, Mass. 
All the wrench products, includ- 
ing the Coes line, formerly pro- 
duced by Bemis & Call, will 
be produced and shipped from 
the Billings & Spencer Hart- 
ford plant. All the finished 
products, work in process, parts 
and machinery formerly used in 
manufacturing and shipping the 
Bemis & Call wrenches are now 
located at the Hartford plant. 
For 104 years the Bemis & 
Call Co. produced quality 
wrenches and established an in- 
ternational reputation for its 
product. The sale of this division 
to The Billings & Spencer Co., 
for three-quarters of a century, 











manufacturer of quality wrench 


LEONARD MANAGER 


R. R. Ludington has been ap- 
pointed district manager cover- 
ing western New York and Penn- 
sylvania, northern and eastern 
Ohio, and eastern Michigan for 
the Leonard division, Nash-Kel- 
vinator Corp., Detroit, Mich. 
Ren Roe has been transferred 
from that division to manager of 
New England, eastern New York, 
New Jersey, Pennsylvania, Mary- 
land, and Washington. D. C. 


MOSS DIRECTS DODGE 
TRUCK SALES 


The appointment of Tom W. 
Moss as director of Dodge truck 
sales to succeed J. D. Burke, re- 
signed, has been announced by 
Forest H. Akers, vice-president 
and Director of Sales of the 
Dodge Division of Chrysler 
Corporation, Detroit, Mich. 





MINNEAPOLIS SALES 
AGENTS MOVE 


The Hamilton Corp., manu- 
facturers’ agents and distributors 
of Minneapolis, have moved to 
new quarters at 509 First Ave., 
N.E., that city. The firm was 
formerly located at 905-10 Lum- 


| her Exchange Bldg. 


BILLINGS & SPENCER PURCHASES 
BEMIS & CALL WRENCH DIVISION 


products, insures continuance of 
the business. 





W. A. PURTELL 
President, Billings & Spencer Co. 
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Officers of The E. T. Fraim Lock 


E. T. Fraim, genersal sales manager ; 


manager, and S. E. Fraim, 





Co., Lancaster, Pa., 
S. R. Fraim, president and general 
general superintendent. 


E. T. FRAIM LOCK CO. OBSERVES 
60TH BUSINESS ANNIVERSARY 


arly im 1879. a young jeweler, | night latches became a substan- 


dissatisfied with his trade 


and | 


tial part of the business. For 


aware of the opportunities in| ihe next 20 years untit 1910 the 


the manufacture of locks and | 


‘came the war and 
| leath of Mr. Fraim left his two | 


} 





8. R. FRAIM 


hardware, set up a small factory | 
in a small alley in the center of | 
Lancaster, Pa. From this inaus- 
picious beginning 60 years ago 
rose the present E. T. Fraim 
Lock Co., manufacturer of pad- 
locks, night latches and special- 
ties. 


Within a few months the | 
original building proved too 


small for the young company and 
it was transplanted to its pres- 
ent location in a two-story build- 
ing, 32 by 21 feet, which is now 
a part of the factory proper. 
During the first year, Mr. Fraim 
managed with 35 men to manu- 
facture nearly 200,000 padlocks 
of the Scandinavian jail type. 
With the new business adventure 
proving successful, the company 
underwent further plant expan- 
sion, the output was doubled and | 
new fields entered. 

About 1890 the level lock with | 
diversified types and 
added the line: 





all 


forms 


its 


was to 
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|at the head of the business. 


|ness and during the next 


| country 
| countries 


business continued to grow. Then 
in 1917 the 


-ons, Samuel R. and Walter E.. 


920 Samuel R. Fraim purchased 
his brother’s share of the busi- 
five 
years, under his direction, assets, 
equipment, and sales expanded 


| rapidly. Offices were established 


in almost every large city of the 
as well as in 


The annual output 


DU PONT MEN MET AT GOLDEN GATE 





left to right: 





In | 


foreign | 


reached three million padlocks 
and night latches combined. 
During 1923 Samuel E. Fraim, 
elder son of Samuel R. Fraim, 
Lecame affiliated with the organi- 
zation and after familiarizing 
himself with the various me- 
chanical and assembly depart- 
ments was appointed general 
superintendent in 1928. In 1933, 
Edward T. Fraim 2nd, younger 
son of Samuel R. Fraim, upon 
his graduation from _ college, 
joined the firm’s sales depart- 
ment and two years later became 
assistant sales manager. Last De- 
cember he was appointed general 


sales manager. 


HARMON & DIXON HANDLE 
FRANK ROSE LINE 


Harmon & Dixon, 42 Murray | 


St.. New York City, have been 
appointed eastern sales represen- 


tatives for the Frank Rose Mfg. 


Co., Hastings, Neb., manufac- 
turer of Rose caulking guns, 
grease guns, and screen door 
closers. 


JOSHUA REZNIK MOVES 
TO NEW OFFICE 


Joshua Reznik Association, di- 
rectory factory representatives 
for hardware and _ housefurnish- 
ings lines, have moved to 1123 
Broadway, New York City. Tele- 
phone is Chelsea 3-9476. The 
frm was formerly associated at 
1165 Broadway 








CORRECTION RE: 
H. K. PORTER, INC. 


On page 111 of the March 9th 
issue of Harpware AcE we in 
correctly announced a new presi- 
dent for H. K. Porter, Inc., 
Everett, Mass., and stated thai 
the company was operating un- 
der a new financial plan. This 
is incorrect, for no change has 
been made, nor is any change 
contemplated in the executive or 
financial structure of the com- 
pany. The error, which is sin- 
cerely regretted. was due to the 
similarity in names between this 
firm and a company in another 
business at Pittsburgh, Pa. 





FIRE SWEEPS NORTHWEST- 
ERN STEEL & WIRE 
MAIN PLANT 


Fire of undetermined origin 
early on March 6 caused suspen 
sion of operations in the barbed 
wire department of the North- 
western Steel and Wire Com- 
pany’s main plant at Sterling. 
I'linois. The steel plant, the 
other fabricating departments 
and the wire mill were not 
‘ouched by the fire and will con- 
tinue to operate on normal sched- 
ules, officials of the company an- 
nounced. Employees of the 
barbed wire department will be 
retained to help with the re- 
habilitation work. No estimate 
of the damage was available but 
the plant is fully protected. 








EXPOSITION 





West Coast representatives of du Pont finishes, in San Francisco for a three-day sales convention, 


visit the Golden Gate Exposition. 


hibit building. 


The group is pictured in front of the du Pont Company ex- 
Walter J. Sohlinger, West Coast manager for finishes; Brooks Darlington, exhibit 


manager, and William A. Hart, director of advertising, accompanied the men on their tour. 
Optimism featured the sales meeting, held under Mr. Sohlinger’s direction at the Palace Hotel. 
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STRONG ADS 
Tis; 
LEADING 
jth FARM 
NESCO MAGAZINES 
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1 9 3 9 NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 460 N. TWELFTH STREET, MILWAUKEE, WISCONSIN 
Factories and Branches: MILWAUKEE CHICAGO - NEW YORK — BALTIMORE 
PHILADELPHIA - GRANITE CITY, ILLINOIS - SAN FRANCISCO _ DALLAS 





WORLD'S LARGEST MANUFACTURER OF HOUSEWARES “SX -} [ 1A f ie <> =. eT] TINWARE + GALVANIZED WARE « ELECTRIC 
INCLUDING ENAMELED WARE «» JAPANNED WARE « I Vie & ‘ ht Fil) APPLIANCES » KEROSENE RANGES AND HEATERS 
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Sel him a 
WARREN TOOL 
THEY LAST/ 


Sell your customers picks, mattocks or 
sledges made of controlled. special 
analysis steel — forged and heat treated 
for long life — balanced to make hard 
work easier—physically tested and care- 
imperfections. 











fully inspected to avoid 


Order WARREN TOOLS from = your 
jobber. They are made by tool manu- 
facturing specialists who know exactly 
when a tool is right and refuse to deviate 
from the highest production standards. 


Tell your customers to expect better 
satisfaction from Warren Tools for that 
is just they are going to get. 


FORGED AND HEAT TREATED FOR LONG LIFE 


Picks + Hoes + Hammers + Mauls 
Mattocks + Wedges + Sledges + Bars 


what 





Warren makes a big line of tools 
for heavy duty uses. Get this catalog 
so you can check your customers’ 
requirements and be prepared to 
give them the right tool for each 
particular need. 


WARREN TOOL CORPORATION 


WARREN, OHIO 
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ROCKFORD LUMBER & FUEL 
WHOLESALE DIVISION 
CHANGES NAME 
To define more clearly its func- 
tions and avoid confusion, the 
wholesale appliance division of 





W. V. PORTER 


the Rockford Lumber & Fuel Co., 
Rockford, Ill, announces the 
adoption of a new name, Ap- 
pliance Merchandisers Co., as of 
March 1, 1939. 

Headed by W. V. Porter as 
manager and J. A. Kuske as as- 
sistant manager, the new firm 
will be operated as a subsidiary 
of Rockford Lumber & Fuel Co. 
and will maintain its main office 
at 201 East State Street. 

The new company will con- 
tinue as the Northern Illinois 
distributor for Frigidaire elec- 
tric refrigerators, electric ranges, 
and electric water heaters. In 
addition, activities of the com- 
pany are being expanded to 
serve a wide area as distributors 
of the new Bendix Home Laun- 
dry, Sparton radios and Evanoil 
circulating heaters, winter air 
conditioning systems and oil-fired 
water heaters. Territory covered 
will include selected counties in 
the states of Illinois, Wisconsin 
and upper Michigan. 








J. A. KUSKE 


The retail appliance division 
of Rockford Lumber & Fuel- Co. 
will continue under its old name 
and in its present showroom loca- 
tion at 201 East State Street. 





NEW BUILDINGS FOR 
GENERAL IMPLEMENT 


Completion of three new fac- 
tory buildings at Liberty, Ind., 
marks the first step in the re- 
cently launched expansion pro- 
gram of the General Implement 
Co., Guardian Bldg., Cleveland, 
Ohio. When present plans are 
completed $25,000 will have been 
spent expanding “Soilfitter” 
manufacturing facilities. 

Organized in 1932, the com- 
pany travels 35 salesmen in In- 
diana, Ohio, [linois, Pennsy]l- 
vania, New York, New Jersey, 
Michigan, Wisconsin, Minnesota, 
Iowa and Massachusetts. Com- 
pany branches are located at Van 
Wert, Ohio, where a modern 
foundry occupies three acres of 
land; Charles City, Iowa: 
Rochelles, Ill.; Charlotte, Mich.: 
Oneida, N. Y. and Mountville, 
Pa. 

James Snowden is president of 
the General Implement Co.; H. 
P. Collins, executive vice-presi- 
dent; W. Wimmer, vice-presi- 
dent in charge of sales; M. L. 
Cunningham, treasurer; I. E. 
Furry, secretary, and Jerry Wolfe, 
vice-president in charge of all 
factories. 


SMALL BUSINESS MEN 
TO MEET IN DETROIT 


The National Small Business 
Men’s Association, with head- 
quarters at Akron, Ohio, has an- 
nounced Detroit, Mich., as the 
place and June 27, 28 and 29 
as the dates of its 1939 National 
Convention. Founded in No- 
vember, 1937, three months be- 
fore the much-publicized calling 
of small business men to Wash- 
ington in February, 1938, the 
Association held its first Na- 
tional Convention at Pittsburgh, 
Sept. 13 to 16, 1938. The Pitts- 
burgh meeting was attended by 
nearly 400 representatives of 
small business from 32 states. 

Delegates at the Detroit meet- 
ing will give their entire time to 
the relationship between govern- 
ment and business in line with 
the stated purpose of the As- 
sociation “to give small business 
men a non-partisan voice in na- 
tional affairs,” according to 
De Witt M. Emery, president. 
They will check on _ progress 
made in attaining the program 
of immediate objectives adopted 
at Pittsburgh and will formulate 
plans for further removal of 
handicaps to the system of free 
enterprise under which American 
business has developed. 
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HENRY ZUSCHNITT RETIRES 
AFTER 63 YEARS 


Henry C. Zuschnitt, 81 years 
old and probably with the long- 
est service record in the retail 
hardware trade, will retire from 





HENRY ZUSCHNITT 


the implement and _ hardware 
business of the Estate of C. L. 
Glasgow at Nashville, Mich. Mr. 
Zuschnitt has been associated 
with the hardware firm for 63 
years. During that time he has 
also served as Nashville president 
and clerk and township clerk 
and is a director of the State 
Savings Bank. 

The store which Mr. Zuschnitt 
managed for more than half a 
century has been purchased by 
Calvin Plumley, who intends to 
run the business for himself. 
Mr. Zuschnitt will remain until 
he has acquainted Mr. Plumley 
with the stock and customers. 

Mr. Zuschnitt is a member of 
the Harpware Ace Fifty Year 
Club. 


ALL NEW YORK GROUPS 
MEET MARCH 23 


The Metropolitan Harware 
Assn. has announced a_ joint 
meeting of the Brooklyn, Man- 
hattan and Bronx, North Jersey 
and Westchester Hardware asso- 
ciations, Thursday night, March 
23, at 8 o’clock in Rooms B & C 
Hotel Commodore, New York 
City. Guests will be present 
from the National Retail Hard- 
ware Association and the New 
York State Retail Hardware As- 
sociation. 

BUCKLEY BUYS FOR ALBANY 

HARDWARE & IRON CO. 


William J. Buckley has been 
appointed buyer of automotive, 
sporting goods and toy lines for 
the Albany Hardware & Iron Co., 
wholesale hardware firm of AI- 
bany, N. Y. He succeeds the 
late William E. Foskett, whose 
assistant he had been since 1917 

Mr. Buckley joined the Albany 
Hardware organization in 1900 
as a stenographer. A year later 
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he was transferred to the sales 
department of the sporting goods 
branch store which was then 
rapidly developing business in 
automotive accessories and equip- 
ment. In 1910 the automotive 
stock was transferred to the State 
St. building and Mr. Buckley 


made manager of the depart- | 


ment. Seven years later, in 
recognition of his services and 
abilities, he was appointed to the 
assistant’s buyer’s position, which 
he held up to the time of his 
recent promotion. 


GEORGE T. BOURNE 
CONFINED AT HOME 


George T. Bourne, veteran 
salesman for the Shapleigh Hard- 
ware Co., St. Louis, Mo., has 
been confined to his home with 
an illness that has prevented him 
from calling on the trade in his 
territory. Early in December as 
he returned to his headquarters 
in Mason City, Iowa, after com- 
pleting a week’s trip, he suf- 
fered a heart attack which later 
was followed by a stroke which 
has incapacitated him. 

Mr. Bourne, on Dec. 1, ob- 
served his 25th anniversary as 
an Iowa representative and he 
was presented with the Shap- 
leigh diamond lapel button as 
an emblem of his service record. 
He has also been a Shapleigh 
salesman and house employee. 
Mr. Bourne’s host of friends 
among the trade as well as his 
Shapleigh co-workers anxiously 





await word of his improved con- | 
ane 
dition. 


ASSISTANT CREDIT MGR. 
FOR CUTLER-HAMMER 


Cutler-Hammer, Inc., Milwau- 
kee, announces the appointment 
of J. C. Springer as assistant 
credit manager. Mr. Springer 
will assist W. E. Sargent, credit 
manager and assistant treasurer, 
in connection with the company’s 
complete line of motor control 
apparatus. 


} 








J. C. SPRINGER 


PRAYERS 


GREENHOUSE «> ESTATE 
SPRAYERS 


Yes sir—here is a new Myers Sprayer that is 





going big the country over. Just the type of 
sprayer a lot of folks have been looking for 
for years. A practical portable outfit compact- 
ly built and completely equipped ready for a 
wide range of inside or outside spraying jobs. 
Greenhouses, nurseries, country estates, golf 
courses, fruit and vegetable farms—there is no 
limitation to the sales possibilities for this new 
Myers Portable Sprayer. It’s a winner and a 
real profit maker for dealers. 

Your request for cata- 


log and information 







will have quick atten- 


tion. 








ENGINE POWERED 
Steel or Rubber Tired Wheel 


Completely Equipped Ready t 
Spray 


MOTOR POWERED 
Stee! or Rubber Tired Wheel 


Completely Equipped Ready t 






THE F.E.MYERS & BRO.co. 
ASHLAND, OHIO 


PUMPS-—WATER SYSTEMS - SPRAYERS - HAY TOOLS -DOOR HANGERS 
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“TACKS FOR THE BUGGY RIDE!” 











Sterilized TACKS 


First time Ab Twitchell was in the store, he 
asked for CROSS Sterilized TACKS. “Doing 
some fixing up?” I ask. “Yep,” he says, “getting 
my rig in shape for spring. Re-packing the 
seat.” That gives me ideas. “Say, I’ve got some 
darned good buggy whips,” I tell him, setting 
out his box of #4 Upholsterers’ Tacks. I show 
Ab the whips, and some harness, and rubber 
matting, and stuff. We do a deal of trading; 
finally he heads for the door, looks at his stack 
of bundles, and quips, “Tacks for the buggy 


ride”—as I ring up eleven 
seventy-five. Related sell- 
ing, the city fellows call it, 
and you sure can do a 
swell job of it with CROSS 
Sterilized TACKS for a 
starter. 


Sold in the distinctive 


Red, Black and White 
Packages 


W.W.CROSS & CO.,INC. 
East Jaffrey, N. H. 
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Copr. 1939 by 
W. W. Cross & Co., Inc. 









| company’s suppliers cooperated. 
| The show was held on the third 


| square feet of floor space. The 


Uniformly Strong—Not a Cripple in a Carload | 
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ALL-AMERICA PACKAGE 
COMPETITION AWARDS 


Modern Packaging Magazine 
has announced 64 prize winners 
chosen in 20 classifications of 
the 1938 All-America Package 
Competition. These prize win- 
ners were chosen from among 
23,000 packages and displays, on 
public exhibit in the show- 
rooms of that publication, 
Chanin Building, 122 E. 42nd 
Street, New York City, until 
March 15. The prize-winning 
packages and displays covered a 
wide field of application, with 
the drug field predominating 
with 19 awards, followed closely 
by the food field with 14. The 
hardware field is represented 
with seven prize winners, tex- 
tile six, and beverages five. 

Official announcement of all 
prize-winners was made in 
the March Ist issue of Modern 
Packaging Magazine, and _fol- 
lowed by a presentation dinner 
at the Hotel Astor on March 8. 
held coincidental with the 
Eighth Annual Packaging Ex- 
position, March 7-10. 

Among the winners in the 
hardware and allied fields were 
the following:—Folding Carton 
Group: Wilson Sporting Goods 
Co., New York, N. Y. (Wilson’s 
basketball package) —Collapsible 
Tube Group: Unit Packages, 
Inc., Elizabeth. N. J. (Quixy) ; 
Walton’s Fish Bait Co. Ine., 
Buffalo, N. Y. (Walton’s Worms) 
—Metal Container Group: Ultra 
Chemical Works, Inc., Paterson 
N. J. (Ultra Gloss No-Rubbing 
Floor Wax)—Set-Up Box Group: 
A. G. Spalding & Bros., Chi- 
coppe, Mass. (Golf Ball All 
Year Gift Package)—-Counter or 
Shelf Displays: Stanley Tools. 
New Britain, Conn. (Zig-Zag and 
Pull-Push Rule Displays); De- 
voe & Raynolds Co., Inc., New 
York, N. Y. (Pastels and Water 
Colers Displays) —Floor Dis- 
plays: Waterbury Rope Co., Inc., 
Brooklyn, N. Y. (Waterbury 
Rope _ Retailer) — Miscellaneous 
Group: The Henkel-Clauss Co., 
New York, N. Y. (Accent Mani- 


cure and Sewing Sets). 


PERTH AMBOY HARDWARE 
SPONSORS EXHIBIT 


The Perth Amboy Hardware, 
Perth Amboy, N. J., recently 
celebrated its thirtieth anniver- 
sary with an industrial exhibit 
in which more than 50 of the 


and fourth floors of the com- 
pany’s building with the exhi- 
bits covering more than 16,000 





entire staff of 35 employees of | 
the concern cooperated with the | 
management, acting as guides, | 
receptionists and information 





clerks to the visitors. Ray |) 


Howell, who supervised th: 
show, also celebrated his thir 
tieth anniversary with the com 
pany. 
OLD GUARD AND X CLUB 
MEETING PLANS 


The*. Old Guard, Southern 
Hardware Salesmen’s Assn., and 
the Hardware X Club will hold 
their annual affairs during the 
joint convention of the Southern 
Hardware Jobbers Assn. and the 
American Hardware Manufactur- 
ers Assn., April 17-20, Hotel 
Roosevelt, New Orleans, La. 

The X Club’s sixth semi-an- 
nual dinner will be held at Gala- 
toire’s, Monday, April 17, at 6 
p. m., it has been announced by 
George H. Harper, National 
Enameling & Stamping Co., 1901 
Light St., Baltimore, Md. 

The Old Guard, Southern 
Hardware Salesmen’s Association. 
will hold its annual dinner at 
6 p. m. at Galatoire’s on Tuesday. 
April 18. The dinner committee 
consists of George H. Harper, Na- 
tional Enameling & Stamping 
Co., Baltimore, Md., chairman; 
A. H. Deveney, Tillman Cavert, 
Charles Eaves, and L. S. Pickup. 
The Old Guard will hold its 
meeting also on April 18 at 10 
a. m. at the Hotel Roosevelt. R. 
P. Boyd, R. F. D. No. 4, Box 19. 
is secretary-treasurer of the Old 
Guard. 


NEW “HOME DECORATOR” 
BOOKS AVAILABLE 


The new 1939 Home Decora 
tor, a twenty-eight page book of 
paint and color hints published 
by Sherwin-Williams Co., Cleve- 
land, Ohio, and distributed free 
to householders, is now avail- 
able at stores handling Sherwin- 
Williams products. 

This year the Home Decorator 
was written entirely by Rockwell 
Kent, famous American artist. 
who has illustrated the book with 
more than fifty paintings and 
color photographs of color 
schemes that suit what he calls 
his average taste. Mr. Kent’s 


|major hobby is the remodeling 


and repainting of homes. 

Householders planning to re- 
decorate will find the new Home 
Decorator a valuable guide be- 
cause the color schemes Kent 
suggests do not require costly 
furnishings for their effect. 
Their appeal is based on perfect 
color harmony obtainable with 
a can of paint and a brush, and 
each room scheme is keyed to 
the names of the colors so that 
exact duplication of the effects 
is possible. Kent also relates in 
the book many of his amusing 
experiences in remodeling and 
refurnishing old farmhouses and 
run-down homes. 
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TEAGUE HARDWARE ISSUES 
NEW CATALOG 


The Teague Hardware Co., 
wholesale hardware concern of 
Montgomery, Ala., has issued a 
new catalog, No. 39, of over 1000 
pages on its general hardware 
and mill supply lines includ- 
ing mechanics’ tools, agricultural 
tools, harness and wagons, shelf 
hardware, builders’ hardware, 
building materials, sash and 
doors, cutlery, firearms and am- 
munition, bicycles, fishing tackle. 
sporting goods, dairy supplies, 
kitchen ware, stoves, electrical 
supplies, radios and parts, refrig- 
eration and air conditioning sup- 
plies, automobile tires and tubes, 
and plumbing supplies. The cata- 
log is bound between hard covers 
and thumb-indexed at the front 
for easy reference. 


APEX ROTAREX CORP. 
APPOINTS ST. LOUIS 
DISTRIBUTOR 


C. W. Smith, sales manager, 
Apex Rotarex Corporation, Cleve- 
land, has announced the appoint- 
ment of Electric Lamp & Supply 
Co., of St. Louis, Mo., as dis- 
tributor for the full line of Apex 
cleaners, washers, ironers and 
refrigerators. 





Electric Lamp & Supply Co. 
has a wholesale organization of 
seven men, headed by W. I. Han- 
sen, vice-president in charge of 
sales. They will distribute Apex 


appliances to Metropolitan St.|_ 


Louis, Missouri and Western Tlli- 
nois. 


PLAYTIME PRODUCTS IS 
NOW IDEAL PRODUCTS CO. 


The Playtime Products Co., 
Erie, Pa., has changed its name 
to The Ideal Products Mfg. Co. 
The firm makes play-yard equip- 
ment and also a line of wheel 
chairs. The company also plans 
to develop in the future a line 
of children’s vehicles, including 
velocipedes, nursery furniture, 
and other items. 

Officers of The Ideal Products 
Mfg. Co. are W. L. Diemer, 
president and treasurer; L. N. 
Robinson, secretary and _ sales 
manager, and E. D. Berry, gen- 
eral manager. Mr. Diemer was 
formerly president of the Ameri- 
can National Co. Mr. Berry was 
also formerly associated with the 
American National Co. and the 
Toledo Juvenile Co., while Mr. 
Robinson was assistant sales 
manager for the American Na- 
tional Co. 








LESLIE M. STRATTON, SR., MARRIES 





Leslie M. Stratton, Sr. president of the Stratton-Warren 
Hardware Co., and past president of the National Wholesale 
Hardware Association, was married to Mrs. Ruth Atkins Strat- 
ton, Feb. 17 at St. John’s Methodist Church, Memphis, Tenn. 
Mrs. Stratton is the former Ruth Atkins of Clarksville, Tenn., 
and the widow of Henry Stratton. 

Following the ceremony, the couple left for New Orleans to 
spend a few days with Mr. Stratton’s son, Warren Stratton, be- 
fore sailing aboard the Rotterdam for a 20-day Caribbean 
cruise. Upon their return to Memphis, they will reside at 604 


South Belvedere. 
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ILCO KEY 
BLANKS 
See us first. We 
maintain an ex- 
tremely large as- 

sortment at 

times, and can 
fill orders from 
stock. 


THE SYM OF SUPREME 







OCK PROTESTION 





SCREEN 
DOOR 
CLOSERS 


Iico Closers have sales appeal that 
swings many a profitable sale your 
way. The Ilco line is complete with 
both pneumatic and liquid types—for 
right or left hand installations—for 
heavy, medium, and light service. 

Send for prices and information on 
how to obtain an attractive Counter 
Demonstrating Display Mount free. 


INDEPENDENT 


LOCK COMPANY 


Fitchburg, Mass. 


Branches in all Principal Cities 
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SUCCESS STORY 


PLANET JR. 








THE 


OF 


fh 


Planet Jr. Tools do the best job that can 
be done, and do it faster, more economi- 
cally, and more easily. Every tool...every 
part...is made from the finest materials. 
And every Planet Jr. Tool is backed by a 
sixty-eight year reputation for excellence. 


Profit by Planet Jr.'s superiority. Feature 
this line that pays big dividends, not only 
in dollar profits, but in customer good-will. 


S.L. ALLEN & COMPANY, Inc. 
Also Makers of Planet Jr. Garden Tractors 
3483 North Sth Street 
The No. 4, a Philadelphia, Pa. 
Combination 
Seeder, Wheel 
Hoe,Cultivator 
Furrower and 
} ag Ey of 
e many spe- 
cialized Planet 
Jr. Tools. 





BERGER MFG. OPENS 
DETROIT WAREHOUSE 
The opening of a warehouse 
at 7485 Central Avenue, Detroit, 
Mich., is announced by R. I. 
Schuppener, general sales man- 





BLAKE 8S. WRIGHT 


ager, Berger Manufacturing Divi- 
sion, Republic Steel Corpora- 
tion, with plants and general 
offices in Canton, Ohio. A com- 
plete line of sheet metal build- 
ing products, metal lath, steel 
ceilings, fence and wire products 
will be stocked and sold in the 
new warehouse. 

An adequate sales force under 
the direction of Blake S. Wright 
as branch sales manager will 
cover this territory. 


ROGERS ISINGLASS & GLUE 
STATUS UNCHANGED 


To offset rumors of a change 
in the ownership of the Rogers 
Isinglass & Glue Co., Gloucester, 
Mass., the company has issued 
a statement pointing out that it 
is independently owned and oper- 
ated and has not become affili- 
ated with any other manufacturer. 
The concern makes a fish glue 
which is distributed principally 
through the retail hardware 
trade. 


TAX EFFECT ON CREDIT 
WILL BE STUDIED 


Problems of taxation, both 
national and state, affecting the 
commercial credit conditions of 
the country, will be made the 
subject of a special tax study 
by a committee whose appoint- 
ment has just been announced 
by D. I. Bosschart of San Fran- 
cisco, president of the National 
Association of Credit Men. 

In announcing the creation of 
this committee President Boss- 
chart stated that its program in- 
cluded not only an analysis of 
the effects of taxes upon credit 











conditions, but also a presenta- 
tion of opinions, reflecting the 
views of thousands of credit ex- 
ecutives and oher financial ex- 
ecutives, regarding pending tax 
legislation, problems of tax ad- 
ministration and related matters. 
To obtain that information a 
nation-wide tax survey has been 
commenced. 

The new committee consists 
of credit and financial executives 
of manufacturing and wholesal- 
ing corporations and of accoun- 
tants who are particularly well- 
versed in the effect of taxes upon 
credit conditions. Its members 
are: John L. Redmond (Chair- 
man), Crompton-Richmond Com- 
pany, Inc., New York City; 
Henry J. Bornhofft, Brown, Born- 
hofft & Company, Boston; H. E. 
Kay, Industrial Brownhoist Cor- 
poration, Bay City, Mich.; Paul 
A. Pflueger, Max I. Koshland & 





F. 8. WALDEN 


Company, San Francisco; An- 
drew B. Trudgian, S. D. Leides- 
dorf & Company, New York City; 
F. S. Walden, Strevell-Paterson 
Hardware Company, Salt Lake 
City, Utah. 


MILLER FALLS MAKES 
TORPEDO LEVELS 


The Empire Level & Mfg. Co., 
Milwaukee, Wis., has announced 
that the Miller Falls Co., Green- 
field, Mass., has been licensed to 
manufacture Torpedo levels un- 
der Ziemann Patents 2,014,420. 
This level will now be manufac- 
tured exclusively by the Empire 
Level & Mfg. Co. and the Millers 
Falls Co. 


C. A. PIERSON LEAVES 

STANDARD ELECTRIC 

C. A. Pierson, president of the 
Standard Electric Mfg. Corp., 
electric range manufacturer, of 
Toledo, Ohio, has resigned his 
position with that company. Mr. 
Pierson has announced no defi- 





nite plans for the future. 
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FRED TINSETH ADVANCED | caused by the death of Mr. | 


BY MARSHALL-WELLS 


Fred Tinseth, well known sales 
representative of the Marshall- 
Wells Co., Duluth, Minn., was 
recently appointed assistant 





FRED TINSETH 


sales manager. Mr. Tinseth has 
been associated with the com- 
pany for approximately 25 years 
in various sales capacities. In 
1935 he was placed in charge of 
the company’s mail sales divi- 
sion, which position he held un- 
til his recent advancement. 





WISCONSIN FAVORS FED- 
ERAL FIREARMS ACT 
AMENDMENT 


In the March 9 issue of 
HarpwareE AcE there appeared a 
report of the annual convention 
of the Wisconsin Retail Hard- 
ware Assn. in Milwaukee, in 
which it was stated that the as- 
sociation objected to an amend- 
ment of the Federal Firearms 
Act. This is incorrect as the 
association went on record in 
support of such an amendment. 
More than 400 dealers and their 
ladies attended the association’s 
annual banquet, show and dance. 


ALBANY HDW. & IRON PRO- 
MOTES FIVE IN ELECTIONS 


Election of three vice-presi- 
dents and other promotions were 
voted by the directors of the 
Albany Hardware & Iron Co., 
wholesale concern of Albany, 
N. Y., following the recent an- 
nual stockholders’ meeting. 
Named vice-presidents are Ray- 
mond E. Foskett, son of the late 
William E. Foskett, Henry J. 
Funk and Arthur E. Stephens. 
William J. Buckley was ap- 
pointed buyer of automotive and 
sporting goods and toys. 








Foskett. 


Other officers were reelected, | 


including: president, William C. 
Dearstyne; treasurer, Harold L. 
Warner, and secretary and man- 
ager, Dudley H. Robinson. 

In advancing three department 
heads to be vice-presidents, the 
company followed a policy of 
promotions “from the ranks.” 

Raymond E. Foskett entered 
the employ of the company in 
1924 as a store salesman and 
four years later was made a 
salesman of builders’ hardware 
and kitchen equipment. Since 
1930 he has been buyer of 
builders’ hardware. Mr. Funk be- 
came associated with the com- 
pany in 1900 at the age of 12 as 
an office messenger. From a 
sales clerk he became assistant 
buyer of hardware lines in 1910 
and since 1919 has been buyer 
of hardware lines and electrical 
equipment. Mr. Stephens en- 
tered the company in 1915 as 
bookkeeper, becoming assistant 
credit manager in 1918 and 
credit manager in 1930. The 





WM. C. DEARSTYNE 


vice-presidents will continue 
their present duties as depart- 
ment heads. 

William D. Dearstyne entered 
the company in 1932 as a retail 
salesman. In 1937 he was trans- 
ferred to the wholesale sales de- 
partment. 

H. E. OBERG A DIRECTOR 

OF BILLINGS & SPENCER 

Howard E. Oberg, vice-presi- 
dent of the Billings & Spencer 
Co., Hartford, Conn., has been 
elected a director of the com- 
pany. 

NEW YORK SALES AGENT 
FOR STEAM-O-MATIC 
Steam-O-Matic Corp., Milwau- 
kee, Wis., has appointed Martin 


William D. Dearstyne, son of | Carlstein & Associates, 1150 


William C. Dearstyne, president | 
of the company, was named a| 


director to fill the vacancy | 
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Broadway, New York City, east- 
ern distributor for the “Steam-O- 
Matic” electric steam iron. 











You'll find this fan just 
as reliable as your other 


THE NAME MILLIONS KNOW 


mEANS MORE FAN SALES ror vou: 


4,000 consumers were asked... 
What does this name mean to you? 


In 14 scattered cities, some small and some large, men 
and women were shown a card reading ‘““WESTING- 
HOUSE” and asked if they knew its meaning. 90% of 
the answers specifically mentioned electrical products 
the majority of them for household use. Projected in 
terms of voting population, the Westinghouse name is 
associated with electrical household appliances and 
related products by more than 60,000,000 people. 

Think what this means to you when you feature 
Westinghouse fans. It méans that the majority of fan 
prospects in your community are pre-sold on the West- 
inghouse name and quality. They are more likely to 
come to your store first to buy a fan. Their acceptance 
of Westinghouse products means that you sell better 
fans, make more profit, and create’ satisfaction that 
builds future sales of other Westinghouse appliances. 





Westinghouse «Fans 


"The dine of heast Keoidlance 
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LOOK 


AT THIS NEW LIGHT CONDITIONING BULB 



































SELLS IT ON SIGHT! 


To show is to sell this revolutionary new Wabash Superlite 
bulb. One look at the unretouched photos above tells you 
why! 


There’s real light conditioning in that gentle, glare-free glow 
of Wabash Superlise. It’s an amazing added feature to a 
highly efficient, Wabash quality electric light bulb. It’s a 
feature your customers instantly see . . . immediately recog- 
nize as the greatest step forward in incandescent lamp mak- 
ing since inside frosting! 





Your customers are sold on light conditioning today. ‘Think 
how light conditioning in the bulb itself . . . real light condi- 
tioning fcr the price of bulbs alone . . . can give new life and 
profit to your electric light bulb sales! 


Get all the facts about this wonderful new bulb now! Ask 
your jobber, or write Wabash Appliance Corp., 169C2 
Carroll Street, Brooklyn, N. Y. 


vew WABASH 


NEW 


SUPERLITE 


THE MODERN LIGHT CONDITIONING BULB 
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NEW CORPORATION TO 
MARKET CEDACOTE 


Cedacote Products, Inc., 101 
Park Ave., New York City, an- 
nounce that its new corporation 
will be devoted exclusively to its 
product Cedacote. This item is 
compounded of crushed genuine 
red cedar wood reinforced by 
an exclusive process with about 
four times as much cedar oil as 
nature provides in the cedar 
wood, according to the company. 
Cedacote is used for lining old 
and new closets. The corpora- 
tion will also market Cedoil, 
which contains the active prin- 
cipals, Cedrene and Cedroil Cam- 
phor, and which is sprayed an- 
nually over Cedacote. 

A. Irving Boyer is president of 


the new organization. M. D. 
Baldwin is first vice-president 
and will direct sales. Otto H. 


Heumann is secretary and trea 
surer. 


MARLIN CO. OFFERS 
FIREARMS BOOKLET 


“Suraight Shooting” is a new 
booklet published by The Marlin 
Firearms Co., New Haven, Conn., 
which contains useful informa- 
tion on the handling and care 
of firearms by authoritative 
sources. Its purpose is to edu- 
cate shooters in the safe han- 
dling of firearms as well as the 
enjoyment and benefit to be 
gained from shooting as a sport. 

The company is offering this 
booklet to consumers in its ad- 
vertising, directing the consumer 
to dealers for his free copy. Re- 
quests sent directly to the fac- 
tory must be accompanied by six 
cents postage. This method of 
distribution is being used to 
create prospects for rifles and 
shotguns for the dealer. Reason- 
able quantities will be supplied 
free to dealers in sporting goods 
upon request to Roger Kenna, 
general sales manager of The 
Marlin Firearms Co., 46 Willow 
St., New Haven. 








| county, 


COLORADO HARDWARE 
MAN IS GOVERNOR'S 
SECRETARY 


William S. (Bill) Hill, associ- 
ated with the Standard Mercan- 
tile Co., Fort Collins, Colo., is 
secretary to Governor Ralph L. 
Carr of that state. Mr. Hill has 
always taken an active part in 
Colorado elections. When Gov- 
ernor Carr was running for gov- 
ernor and Mr. Hill for congress- 
man in the second district, the 
two frequently spoke on the same 
program. 

Mr. Hill believes that hardware 
men should take a personal in- 
terest in the affairs of their town, 
state, and country and 


that they should be willing to de 
vote a part of their time and 
energy to the public welfare. He 
has served in the Colorado legis 
lature for two terms in the 





WwW. S. HILL 


1920’s. In Fort Collins community 
affairs, he is always activel\ 
working on committees. 

Equally active in hardware 
affairs, Mr. Hill has served as 
a director of the Mountain States 
Hardware and Implement Assn 
and was president of the associa 
tion in 1936. He is a prominent: 
member of the association legis 
lative committee. He was chai: 
man of the regional implemen: 
code authority. He also served 
as president of the Colorado Re 
tailers Association, from 1927 
until the present legislature. Th: 
principal function of that group 
is to guard the legislative in 
terests of retail merchant- 





APEX ROTAREX MAKES 
SALES PROMOTIONS 


The Apex Rotarex Corp.. 
Cleveland, Ohio, has announced 
the advancement of R. E. Kor- 
tepeter to the post of assistant 
sales manager with headquarters 
in Cleveland. A. C. Scott, for- 
mer Apex district manager in 
the central California territory. 
has been appointed central di- 
vision-sales manager covering the 
north central states. The com 
pany makes washing machine- 
and refrigerators. 





NEW DISTRIBUTORS 
FOR DIAMOND CHAIN 


The Diamond Chain & Mfg 
Co., Indianapolis, Ind., manufac 
turer of Diamond roller chains 
and sprockets, conveyor chains 
and flexible couplings, has ap 
pointed three new distributors 
Barrett Hardware Co., Joliet, Ill.; 
Iowa Machinery & Supply Co.. 
Des Moines, Iowa, and the Lake- 





shore Machinery & Supply .Co.. 
Muskegon, Mich. 


HARDWARE AGE 

















unity 
ttivel\ 


dware 
ed as 
States 
Assn 
socia 
linen! 
legis 
chair 
emen! 
served 
o Re 
1927 
. The 
grou) 
em 


ES 
5 


Corp.. 
unced 
Kor 
istant 
arters 
, for- 
pr in 
itory. 
il di 
g the 
com 
hine- 


Miz 
ufac 
hains 
hains 
3 ap 
itors 
, Hi.; 
Co.. 
Lake- 
Co. 


IGE 

















THOMAS P. DEAN 


Thomas P. Dean, 63, veteran 
New York hardware salesman, 
passed away March 5, of pneu- 
monia. A resident of West New 
Brighton, Staten Island, Mr. 
Dean for the past 10 years was 
associated with the Nicholson 
File Co., Providence, R. I., as 
sales representative in New York 
and the surrounding territory. 
His widow and a son survive. 





HENRY W. HORTON 


Henry W. Horton, former sec- 
retary of Buhl Sons Co., whole- 
sale hardware firm of Detroit, 
Mich., passed away recently. He 
had been employed by Buhl Sons 
Co. 43 vears prior to his retire- 
ment. 


CHARLES W. RAWSON 


Charles W. Rawson, 72, former 
president of the Albany Hard- 
ware & Mill Supply Co., Albany, 
Ga., and civic leader for 50 years, 
passed away suddenly at his 
home in that city. Mr. Rawson 
was a former mayor of Albany. 
Ilis widow survives. 


W. W. WELCH 


W. W. Welch, 84, senior mem- 
ber of Welch & Dakin, retail 
hardware firm in Harveysburg, 
Ohio, passed away recently. Mr. 
Welch had been in the hardware 
business 62 years. 


FRANK J. STAHL 


Frank J. Stahl, 66, proprietor 
of the Stahl Hardware, Lansing, 
Mich., passed away recently fol- 
lowing an illness of two weeks. 


EDGAR C. SEDGEWICK 


Edgar C. Sedgewick, 68, promi- 
uent business man of Columbus, 
Ohio, passed away recently. Mr. 
Sedgewick operated the Sedge- 
wick Hardware from 1914 to 
1934 and for the last five years, 
the Sedgewick Screen Co. 


E. WILLIAM MYERS 


Ek. William Myers, 49, presi- 
dent of Snap-On Tools, Inc., 
Kenosha, Wis., passed away Feb. 
15th. He was stricken several 
weeks ago while on a business 
trip in the East. The firm moved 
from Milwaukee to Kenosha in 
1929 and since that time has 
established branch factories in 
Mt. Carmel, Tll.. and Newport, 
Pa 


- OBITUARIES 






EDWARD C. CLIFT 


Edward C. Clift, 35, buyer 
and manager of the _ builders’ 
hardware department for the 
Ridgewood Hardware, Ridge- 
wood, N. J., passed away Thurs- 
day, March 2. While on his way 
home he was struck by an auto- 
mobile. He leaves his widow, 
and two sons. 


PHILLIP E. STRUCK 


Phillip E. Struck, 46, manu- 
facturers representative of Bur- 
lington, Iowa, passed away re-- 
cently following a heart attack. 
Mr. Struck was owner and man- 
ager of John A. Gregg Co., 
Burlington, and had been a 
manufacturers representative for 
30 years. His widow and a son 
survive. 


EMANUEL J. BLOCK 


Emanuel J. Block, 59, vice- 
president and a director of the 
Inland Steel Co., Chicago, passed 
away March 5th. He became 
associated with the company in 
1901 and after holding various 
executive positions was placed 
in charge of purchasing. Two 
brothers, Leopold E. and Philip 
D. Block, are chairman of the 
board and president respectively 
of the company. 


Oo. E. LETCHWORTH 


Ogden Earl Letchworth, 88, 
retired manufacturer, passed 
away March 11. Mr. Letchworth 
was president of the Pratt & 
Letchworth Co., Buffalo, manu- 
facturer of iron and steel castings 
from 1896 until his retirement in 
1911 and was also president of 
the U. S. Hame Co., which he 
helped organize, until 1911. 


CLEAN UP—PAINT UP 
FIX UP HANDBOOK 


A new 96-page handbook with 
60 illustrations, has been issued 
by the National Clean Up & 
Paint Up Campaign Bureau, 
2201 New York Ave., N.W., 
Washington, D. C. It is offered 
as a guide to the organization 
and conduct of local Clean Up— 
Paint Up—Fix Up Campaigns. 
The book makes clear what the 
campaign does and the methods 
which should be used in mak- 
ing the campaign a success in 
any community. Single copies 
are free upon request to Bu- 
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Steel tape sales 
are climbing now! 


Every customer you have will 
prefer this new kind of steel 
measuring tape. The black-on 
white graduations are easy to 
read, save time, reduce errors 
—even in poor light. The 
crack-proof white surface pro- 
tects the steel from rust. A 
new resilience prevents kinks 
or curls. Put Favorite Wyte- 
face into your window—onto 
your counter—watch it sell 
itself! 

1,500,000 steel tape 
prospects are being 
told about Favorite 
Wyteface — through 


advertisements in American 
Builder, Popular Mechanics, 
Popular Science, Construction 
Methods, Building Products, 
Practical Builder and Building 
Reporter. Every advertisement 
tells them to look forthe W yte- 
face display in your store. This 
display is free with your ini- 
tial order!...Ask your jobber 
—or write us for a catalog and 
prices—today. Here is profit- 
able new business for you. 


EST. 1867 


KEUFFEL & ESSER CO. 


NEW YORK - HOBOKEN, N. 3. 


CHICAGO - ST. LOUIS - SAN FRANCISCO - DETROIT - MONTREAL 





K&E 


ravorite WY TEFACE 


STEEL MEASURING TAPES 


YOUR O 


CUSTOMERS “af 






ARE LOOKING ¢/ ane 
FOR THIS tddress 
DISPLAY 





KEUFFEL & ESSER CO., Dept. 62, Hoboken, N.J. 


Send folder and prices on Favorite Wyteface 
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Set a New Pace 
For Your 
Can Opener Sales 
with 





The ONLY Can Opener %@ 
That Swings Back Flat 
Against the Wall 


SWING-A-WAY sells and re- 
sells easily. It's THERE when it's 
needed — does the job better, 
then swings back out of the 
wayl The sensational $1.50 can 
opener. 
© Operates with one hand 
© Opens round, square or oval 
cans or bottles. 
@ Holds can, lifts cover for easy 
removal. 
®@ Cuts smooth and clean—no dan- 
gerous ragged edges. 
®@ Rust-proof and easy to clean. 


5-Year Unconditional Guarantee 
D. E. Sanford Co.—West Coast ‘’ Repr. 
Fox Agencies—Canadian Mfg. Repr. 


Write for details to 


F. L. McCABE 


STEEL PRODUCTS 
MFG. COMPANY 


THE MERCHANDISE MART CHICAGO 














Retail Hardware Sales in 1938 





(Continued from page 43) 


been more interested in the roof 
over him than the chair or bed 
under him. After all is said by 
the advertiser and done by the re- 
tailer, the consumer still has the 
final decision in the expenditure 
of the national income. As indi- 
cated by the Dun & Bradstreet 
sample, a drop of no more than 
14 per cent was a good record, 
but even this decline was sharper 
than was experienced in any of the 
16 trades except automobiles. The 
Census Bureau found furniture 
trade in the first half was off by 
24 per cent and Commerce Depart- 
ment places its year estimate at 
minus 17 per cent, mainly on the 


basis of 11 months’ returns. Rela- 
tively favorable December business 
reported in some quarters makes it 
seem reasonable to scale this figure 
back to 16 per cent in our pre- 
ferred estimate column. 

Furniture inventories among 
survey contributors declined only 
about one-third as fast as sales, 
if the year-end levels are used as 
a measure. It seems likely that 
some restocking went on in the 
late months of 1938 and it must be 
remembered that stocks increased 
during 1936 and 1937 only two- 
thirds as fast as sales volume. The 
present figures are not necessarily 
an evidence of overloading. 





SALES 


SaLes TRENDS 


INVENTORIES 


INVENTORY TRENDS 


then interpolate for 1936 accordin 


concerns among the contributors. 


ternal Revenue. 





3—SALES AND INVENTORY TRENDS FOR MANUFAC- 
TURING, WHOLESALING, AND RETAILING, 1935-1938 


1935, Actual Census Totals ........ 
1936, Devised D & B Estimate’..... 
1937, Devised D & B Estimate'...... 
1938, D & B Survey, Adjusted® ..... 


1935 to 1936, Revised D & B Estimate. 
1936 to 1937, Revised D & B Estimate. 
1937 to 1938, D & B Survey ........ 
1937 to 1938, Department of Com- 

Re a ee eee Pe 
1937 to 1938, D & B Survey, Adjusted. 


End of 1935, Computed from Census... 
End of 1936, Revised D & B Estimate. 
End of 1937, Revised D & B Estimate. 
Middle of 1938, Revised D & B Estimate 10,939 2,415 3,926 
End of 1938, D & B Survey ......... 


1935, End, to 1936, End, Revised D & 
cp Prere rT rr ee 
1936, End, to 1937, End, Revised D & 
Be IO, 6. Seca 5 dai CER Oe Ck e500 
1937, End, to Mid-1938, D & B Estimate 
1937, End, to 1938, End, D & B Survey. 


MANUFAC- WHOLE- ALL 
TURING SALING RETAILING 
Millions Millions Millions 

of Dollars’ of Dollars of Dollars 

... 44,994 17,662 33,161 
53,453 20,894 37,472 
60,7102 23,154 39,992 
51,604 20,144 35,593 

Per Cent Per Cent Per Cent 

Change Change Change 
+19 +18 + 13 
+ 14 +11 + 6 
—12 —10 — 8 
—18 —13 —12 
—15 — 13 —11 

INDE- 
PENDENT 
RETAILERS 

Millions Millions Millions 

of Dollars’ of Dollars of Dollars 
8,653¢ 2,054 3,344 
9,9514 2,368 3,692 
11,8514 2,543 4,077 
10,939 2,347 3,882 

Per Cent Per Cent Per Cent 

Change Change Change 
+ 154 + 15 + 10 
+ 194 + 7 + 10 
— 8g — § — 4 
— 8 — § — 6 


1“Revised DUN & BRADSTREET Estimates” are estimates recorded in last 
year’s Survey of Business Trends (DuN’s REVIEW, May, 1938) revised in 
some part after conferences with representatives of the Bureau of the 
Census and the Bureau of Foreign and Domestic Commerce on the basis 
of Bureau of Census statistics for 1937 which have since become available. 
In general the method used was to revise the 1937 D & 
to previously established trends. 

2Census of Manufactures: complete coverage, not an estimate. 

The 1938 estimates are placed about 3 per cent below what the actual 
returns to DUN & BRADSTREET would indicate, an adjustment which experi- 
ence has shown to be necessary because of the predominance of successful 
These estimates are preliminary and 
subject to revision after later tabulation of a larger body of returns. 

4In the case of manufacturing inventories for 1935, 1936, and 1937, some 
revision was made with the help of income statistics of the Bureau of In- 


B estimates and 
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Model Display Sold Eight 
Complete Kitchens 


(Continued from page 39) 


at its own store demonstrations, 
no attempt is made by Wylie Bros. 
to sell merchandise during these 
shows. This policy is followed 
because such showings create good 
will which tends to build sales for 
months after each demonstration. 
During the past two years the 
store has sold more than 90 re- 
frigerators, 6-cubic-foot models be- 
ing the most popular units. The 
firm does very little “cold can- 
vassing” because the demonstra- 
tions and visits of individuals pro- 
vide the appliance department with 
a good list of interested prospects. 
Elizabeth is a town of but 3000 
people, located within 15 miles of 
Pittsburgh, but competition from 
the city stores for appliance sales 
does not worry the firm. Instead 
the store finds that people in Eliza- 
beth and vicinity will often in- 
quire about appliances that are ad- 
vertised in Pittsburgh papers by 
stores in that city. When refrig- 
erator sales are most active the 
Wylie store advertises in a local 
newspaper both in collaboration 
with the utility company and in its 
own individual space. ; 


Two Lines Handled 


Two lines of radio sets are han- 
dled, including a wide range of 
both table and console models. Al- 
though the appliance department 
show window is usually given over 


to appliances, radio sets sometimes 
have the major part of the win- 
dow. The department does a good 
volume in radio tubes and oc- 
casionally devotes the window en- 
tirely to radio tubes, thus making 
a strong bid for tube replacement 
business. People attracted by the 
suggestion that their sets need new 
tubes will often buy appliances or 
hardware lines when their original 
intention was to limit their pur- 
chases to a tube or two. Mr. Shaw 
handles some radio set repair work 
but the more complicated jobs are 
turned over to an independent 
radio service man who sets his 
own prices. 


Trade-in Policy 


Trade-ins are accepted on both 
radio and appliance transactions 
when the merchandise is in such 
a condition that it may be resold 
at no loss to the store. The store 
finances some of its sales and some 
are handled through finance com- 
panies. The usual down payment, 
on a deferred payment transaction, 
is 10 per cent, although smaller 
amounts are permitted in some in- 
stances and the period of time over 
which the customer may make pay- 
ments for appliances and radios is 
governed largely by the paying 
capacity and reputation of the 
customer. 


Watch Your Change! 


(Continued from page 41) 


be executed, if possible, by an of- 
ficer of an incorporated bank or 
trust company or by a public of- 
ficer of the United States, setting 
forth that the officer has read the 
affidavits and that the affiants are 
reputable persons in the com- 
munity and are, in the judgment 
of the officer, worthy of belief. 
The making or presenting of 
any false or fraudulent affidavits 
to be used in the prosecution of 
any claim against the Government 
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is a criminal offense under Section 
35 of the Penal Code of the United 
States. 

A reading of these laws will 
show it is much easier to refuse 
taking coins or bills of which there 
is any question than it is to re- 
deem the money. 

If you don’t accept any muti- 
lated coins or torn bills you can- 
not pass them on to your trade. 
Play safe for yourself and your 
customers! 









PRODUCES 
AMAZING 
RESULTS 


A marvel of modern science—the re- 
sult of 12 month's research and 
testing—Glaswik is made 100% of 
spun glass similar to that used for 
open flame cooking utensils. Actual 
use in the home proves it superior. 
Get a carton of 12 boxes today— 
Cash-in on this entirely new item, 
free from competition in price or per- 
formance. With each 12 boxes is 
packed a 2-color counter display 
carton, 2-color wall streamer and 
supply of 2-color folders. Glaswik 
sells—Fast! Be the first in your com- 
munity to offer it. Send Coupon 
Now! 



























Features 


(Impossible with Old-Style 
Kindlers) 

1. LIGHTS INSTANTLY 

2. LESS ATTENTION 

3. LASTS LONGER 

4. PRODUCES MORE HEAT 

5. NO CARBON OR SOOT 

6. USES LESS OIL 











Proved ! 


by actual use in 
homes. Cash-in 
on this entirely 
new item, free 
from competition 
in price or per- 





AS ASBESTOS co. 

North wales, i a 
Please rush literature am 

on Glaswik. 

Name 

address ---"""* 


hee 






ATLAS ASBESTOS CO. 


NORTH WALES, PENNA. 
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Gale Refrigerator 
Gale Products, Galesburg, Lll., is in 


troducing a refrigerator equipped with 
The line 


a patented sealed evaporator. 





consists of two series of five, six, and 
seven cu. ft. models, new in style and 
incorporating advanced designing and 
convenience features throughout. In the 
sealed evaporator, the ice compartment 
is sealed, internally lighted, protected 
from food odors, and maintains con- 
stant freezing temperatures. Proper 
cabinet temperatures are maintained 
regardless of the amount of frost ac- 
cumulation on coils. Ice cube com 
partment also uses freezer shelf prin 
ciple for fast freezing. 


Safety Reel 


A new type of safety reel, weighing 
only five ounces, is being introduced by 
the N. Fries Tool & Machine Works, 
1918 E. Wayne St., Fort Wayne, Ind. 
It retails for $2.50. Made of light, non- 
rusting material, with self-lubricating 
bearings and spindle of stainless steel. 
the reel will fit any rod, straight or off- 
set, and has a capacity of 100 yards of 
24 Ib. test line. It may be mounted at 
a slight angle, instead of parallel to the 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New 


rod. Thus the spool is in line with the 
first eyelet on the rod, overcoming the 
danger of “line jumping” on windy 


. 
ee - 
Peewee aee* 





days. Solid dise eliminates hazard to 
fingers. Thumb screw permits adjust- 
ment of reel’s tension to any weight 
bait. 


Swaggerette Display 


Offered with all orders of Swag 
yerettes, women’s latex-coated fabri 
household and garden gloves, is a new 
colorful display card for window or 
counter. Actual samples of the rub 
berized fabric, which maker states 
makes Swaggerettes water-proof, snag 
proof and dirt-proof, are mounted on 
the card. All other features are illus 
trated and described. The gloves re 
tail for 49 cents a pair and are made 
in three eye-appealing colors and sizes 
Edmont Mfg. Co., Coshocton, Ohio. 








Colors — Catalogs 


All-Purpose Scale 
John Chatillon & Sons, 85 Cliff St., 


New York, have announced an improved 
Chatillon all-purpose scale. While the 





scale itself is not new, the present 
method of manufacture with the plastic 
housing, branded with the name of 


“Chatillon” is new. These scales are 
now being packed in a new type of 
individual container with a Cellophane 
window and in attractive, point-of-sale 
display cartons of a dozen scales. Sug- 
gested retail selling price is 50 cents 
each; dealers’ cost, $27.00 per gross 


Weeder and Cultivator 


S. L. Allen & Co., Inc., 5th St. and 
Glenwood Ave., Philadelphia, now has a 
5-inch pulverizer, weeder and mulche: 
combined which is particularly adapted 
to weeding and cultivating flower beds. 
It is light and easy to use and is said 
to be small enough to work among 
flowers or vegetables even when closely 
planted. It is used like a carpet sweeper. 
Star disc pulverizes the soil, and scuffle 
blade cuts the weeds. 
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.--An Ideal arrangement 
for those attending the 
convention of 


THE AMERICAN HARDWARE 
MANUFACTURERS ASS’N 
New Orleans m April 17-20 

A BANNER TRIP AN 5.5. DIXIE... 


Or) FEF" 









FIRST CLASS 


14’, DAYS TOUR 


to Fabulous and Fascinating 


(NEW ORLEANS 


and Return 








| 10% days sailing—4 days in New 
Orleans (including hotel room and 


bath and four sightseeing trips). 


MINIMUM FARES FROM NEW YORK: 


If one If two 
in hotel in hotel 
room room 


















S.S. DIXIE will sail from New York Wednesday, 
April 12, at 4 P.M., arrive New Orleans 7 A.M., 
Tuesday, April 18, sail on the return voyage from 
New Orleans at 11 A.M., Saturday, April 22 and 
arrive at New York 8 A.M., Thursday, April 27. 

The “all-expense” tour at the above fares in- 
cludes meals and accommodations in FIRST 
CLASS OUTSIDE STATEROOMS on the steamer 
in both directions, transfers between the ship 
and selected hotel in New Orleans, and four 
glamorous sightseeing trips—one being a Gay 
Night Life Tour of cabarets and casinos in New 
Orleans and outlying parishes. 

Those who cannot spare the time for the round 
trip by steamer might consider using the DIXIE 
either going or returning, traveling by rail in the 
opposite direction. CIRCLE TOUR FARES, without 
the New Orleans hotel and sightseeing features 
that figure in the tour fares displayed above are 
available, varying according to the rail route and 
return time limit selected. 

Early application for reservations is advisable 


New Orleans cruises and water-rail circle tours available 
throughout the year. 


H. H. GRAY, General Passenger Agent 
535 Fifth Avenue, New York 
‘Phone MUrray Hill 2-8400 


SOUTHERN PACIFIC 


“Morgan Line” 
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q No. 4526 (left) Steel Tele- H 

é scopic Bait Rod AND any fisherman a 

P ‘ 7 UNION HARDWARE Rod. 

» 3 Chances are you will hear 
4 him say “Lucky Day” when 


he tests it for feel and bal- 
ance. And watch his eye light 
up as he examines the rod’s 
construction! Fine workman- 
ship and high grade mate- 
| rials from top to butt tell at 
a glance that UNION HARD- 
WARE tackle is made by 
craftsmen who know their 
business. Mr. Sportsman’s 
i J complete O. K. means a 
4 profitable sale for you and a 
| firm friendship that means 
future business. 




















































Above: (left) No. You will want to know more 


44) 7 4529 New Tele- about UNION HARD- 
<Right) No. 58-466 WARE’S profit-getting line 
Split BambooTwo- for 1939. In addition to Reels 
Piece Casting Rod 










and Steel Bait and Casting 
Rods, UNION HARDWARE 
manufactures over a hundred 
different styles of seasoned, 
split bamboo rods for both 
fresh and salt water fishing 
—a_ business - building line 
that will make money for 
you. See your jobber — he 
can supply you. 



















Catalog No. 20 illustrates 
and describes completely each 

Rod and Reel in the UNION 
Three-Piece No. 7169 


Fly Rod weight Fly Reel your copy today. 















No. 58-246 
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Rope Merchandiser 


This new rope display merchandises 
rope in packages. Popular selling 
lengths are available in handy coils 
which are connected to permit long 
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length sales in one piece. Short lengths 
are also conveniently dispensed. E. T. 
Rugg Co., Newark, Ohio. 


Baking Pan Catalog 


A new baking pan catalog has re 
cently been issued by The Edward 
Katzinger Co., 1949 N. Cicero Ave., 
Chicago, commemorating its 50th anni- 
versary in the pan industry. The book 
is spiral bound. Photographs and illus- 
trations dramatically present the prod- 
ucts of the company, utilizing halftones 
made from modern, spotlighted and 
shadowed photography. Blueprints pic- 
ture each pan with the pan construction 
and method of manufacturing clearly 
illustrated. 


Simplex Putty Applicator 
Maker states this tool, with radius 
and curves scientifically worked out, 
insures a perfect job, with correct 
amount of putty being used. It is said 
to make perfect angles and corners and 
leaves glass free from surplus putty. 
Packed in attractive display carton for 
counter or table. Each carton contains 
12 applicators with an instruction sheet 








with each applicator. Suggested retail 
selling price, 25 cents each. Simplex 
Putty Applicator Co., 4835 Woodward 
Ave., Detroit, Mich. 


One-Hand Pruner 
“Twin-Cut No. 9  Professional”- 


handles are so curved that the hand can 
readily hold the tool in the extreme 
open position. This design is permitted 
by the new thumb-operated locking de- 





vice on the shoulder of the tool. De- 
sign is such tool cannot pinch the hand 
at any point. A patented pivot bolt 
allows adjustment. Larger blade is in- 
terchangeable and is reinforced against 
springing by a spur on hooked blade. 
Entire tool is drop-forged, heat-treated, 
and precision-machined with highly 
polished head. H. K. Porter, Inc., 
Everett, Mass. 


Rem Oil Display 

A new combination counter display 
and shipping carton for Rem Oil has 
been introduced by the Remington 
Arms Co., Bridgeport, Conn. The new 
display is finished in four colors—yel- 
low, red, white and black. Rem oil 





contains DuPont E.P. lubricant which 
is said to be especially compounded to 
increase the efficiency of lubricants, and 
causes the oil film to spread more 
evenly and adhere more tenaciously to 
metal surfaces. Display is offered free 
with each dozen cans. 





Paint Mixer 
Maker states it transforms paint into 
a smooth, evenly-mixed, free-flowing 


substance ready to spray or brush. Can 
holders are of commercial aluminum, 





light in weight and easily and quickly 
adjusted to take sizes from smallest 
can to one-gallon size. Has simple lock- 
ing mechanism. Motor mounted on 
movable hinge plate with adjustable 
locking nut to tighten belt. Eliminates 
movement of motor in any direction. 
No need to bolt down the mixer. Rub- 
ber pads on the three feet allow it to 
be set anywhere. Streamlined in de- 
sign, finished in silver gray lacquer. 
Made in single and double-can models. 
Miller Mfg. Co., 3238 Bryn Mawr Ave., 
Chicago, Ill. 


New Mercury Bicycles 


The Pacemaker, latest addition to 
the Mercury bicycle line, embodies re- 
finements of design which include a 
streamlined frame, an unusual head and 
two-toned enameled chain guard. Model 
illustrated is attractively finished in 
red enamel with ivory trimmings, and 
all bright parts are chromium plated. 
A de luxe model with an _ over-all 
chromium finish is also available. 
Standard equipment includes luggage 
carrier, rear reflector, parking stand, 
fender ornament and electric horn and 
lights. New Departure Musselman or 
Morrow brakes are optional. The Mur- 
ray Ohio Mfg. Co., Cleveland, Ohio. 
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AGAIN IN QUALITY... 
1939 





Dominates the 
Low-Priced 


Power Lawn 


Mower Field 


For two years Cooper has demonstrated the wide sales 
















‘i _— as appeal and profit-possibilities of a quality-built line 
CLIPPER of power mowers as high-ticket merchandise for the 
List P hardware trade. 

rice 
$84.50 Again in ‘39, this great line of power lawn mowers will 


meet every demand of the trade for wide sales appeal, 
top performance, freedom from service troubles and 
extra profit margins. Cooper leadership in quality, 
performance and reliability cannot be questioned. 


Nationally advertised and stocked by leading 
hardware jobbers. Write your jobber today, or 
ask us to send you new literature and complete 
information about the Cooper line for ‘39. 





4 


COOPER MANUFACTURING CO. 





308 SOUTH FIRST AVE. MARSHALLTOWN, IOWA 





Attractively packaged for easy handling and quick turnover, these 
uniformly accurate Jewel Abrasive Stones meet every need of the 
hardware trade — round out the famous Jewel Line of Quality 
Abrasives — and are proving a big success with thousands of hardware 
dealers all over the country. 

Grinding Wheels. Oil Stones. Bench Stones of Aluminum Oxide 
or Silicon Carbide. Shaped Stones, Round, Half-Round, Taper-Round, 
Triangular and Square, for die and tool work, in a complete assortment 
of sizes and grits. Whatever your customers’ needs, you'll find the 
answer in the Jewel Line. Ask your jobber for these quick-moving 
money-makers. If he can’t supply 
you, write us direct. Abrasive 
Products, Inc., So. Braintree, Mass. 


tT 








THE SENTINEL DEALER KEEPS HIS PROFITS _ 
— = SERVICE CALLS DON’T EAT ‘EM UP! an 


AC 
MODELS 
FARM 
MODELS 
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WASHERS THAT 
MAKE PEOPLE 
WANT TO 

















































This year Dexter 


the biggest and most 
profitable business the y 
have ever had. They have a 
beautiful line of new models 


tive purchasers. You'll be es- 








pecially interested in the new 
Dexter-Built Wringers and the 
time-saving Twin Tub 
models. 










For over 40 years Dexter 
has been building sweet- 
running, long - lasting 
Washers—the kind you 
should sell. Write today 
for details of profit-pro- 
ducing, exclusive agency 
proposition. 


THE 


Dexter Company 
Fairfield, lowa 








dealers are set to get | 


$39.95 and up with exclusive | 
features that attract prospec- | 











“Thermos” Pint Package 


No. 3933 offers 12 “Thermos” brand 
pint vacuum bottles plus an attractive 
slip-on display card, at the price of 
only 11 of the bottles. Bottles included 


FREE DISPLAY 


in the deal are the No. 34A buff pint 
bottle with red and black stripe and 
red heat-resisting Atherlite cup that 
won’t burn lips or fingers. Twelfth bot- 
tle is a glossy-black No. 7 pint “Ther- 
mos” brand bottle with a yellow-edge 
red stripe and polished aluminum cup 
and shoulder. The American Thermos 
Bottle Co., Norwich, Conn. 


Marine Hardware Catalog 


Wilcox, Crittenden & Co., Inc., Mid- 
dletown, Conn., has issued its 1939 cata- 
log on marine and industrial hardware. 
marine lights and equipment, drop forg- 
ings, gray iron and brass castings, gal- 
vanizing and tinning. A special folder 
contains new items, sizes, general data, 
and list price changes, and discontinued 
items. 


Johnson Motor 
Model HS-39—Standard model of a 


series of three new /alternate firing 
twins with underwater exhaust and 
full pivot reverse. It is the lightest 


weight, 21% lb. lowest priced alternate 
Has spark plug 
starting primer, 


firing Sea Horse built. 


enclosure ; synchro- 





control, patented co-pilot, reverse-flux 
magneto, combined rotary valve and 
third-port intake for slow trolling speed ; 
grease seals, positive plunger pump, 
Alrok treated underwater parts. It is 
especially designed for fishermen. De- 
velops 2.5 N.O.A. certified brake horse- 
power at 4000 r.p.m. Priced at $79.50 
f.o.b. factory. Johnson Motor Co., 
Waukegan, III. 


ABC “400” Washer 


Has ultra-modern cabinet design; new 
automatic time control; new crown top, 
square washing compartment; six-wing 
tangent-cane Cleansilator; fully enclosed 








wringer; triple-pressure selector with 
visible indicator; combination drain- 
board and roll cover; exclusive touch 
release and finger-tip control. Uses 
Westinghouse oversize % hp. rubber 
mounted motor. Capacity is 18 gal- 
lons of water; full eight pounds of 
clothes per load (dry weight). Altorfer 
Bros. Co., Peoria, Ill. 


“Bacon Crisp” Broiler 


This “Bacon Crisp” Broiler crisps 
both sides flat at the same time. Grease 
drains into the drip pan. Makes tasty 
grilled sandwiches. Available in chrome 
plated or bright cold rolled steel. 
Packed 24 to a carton. Hamlin Metal 
Products Co., Akron, Ohio. 
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Lose: \Door gi fe LnY 
= ash | 


Bu P Se Bonubar De we have Deenand forced to once again offer you 


the Close-A-Door Unit Package Deal. This deal has proven a 
real money maker for retailers everywhere. 
1. WORKING MODEL 
Shows Close-A-Door in actual operation “SEEING IS 
BELIEVING”. 
. SMASHING COUNTER CARD 
Shows installation on various types of doors. A_ dramatic 
sales stimulator. 
. THIRTY PROFIT BUILDING CLOSE-A-DOORS 


Attractively carded with mounting screws and instructions PR SAT Unit saitiienis ‘ 


working m 1, 
Today’s need for faster turn over items is \ * eee a aa 
answered by Close-A-Door. Beautiful cad- . Me» 21% dozen Close- 
mium finish . . . it fits out of the way on A-Doors. 
the door . . $0 simple to install a child 
can do it . . . Fits not only screen doors 
but all types of interior doors . . . builds year round business for you... closes those sales. 


O3) 
my. s 
PP pe tc conet tn ens Cne Doyen * 
> Close-A-Door, the sensational “Door Closer” that has swept America by storm, is 
now available to hardware retailers in lots of a dozen. Retailers who have pur- 


chased the Unit Package Deal, may also conveniently restock. 
aa: ‘iva Nl YES, EVERY DOOR NEEDS CLOSE-A-DOOR, 
AMERICA’S FASTEST SELLING 25c DOOR 
e CLOSER. ORDER FROM YOUR JOBBER TODAY 
ARDW ARE 
OT A mn AAD Me OX PEE 12 INSURE STOCK ON HAND FOR HAR 


5045 W. LAKE ST. CHICAGO, ILL. * Dozen packages do not contain Counter Card or Working Model. 











GRAY- DIAMOND A Dependable Power Lawn Mower 


WE HD) aD) At a Price Everyone Can Afford 


Right up to the Townsend 


FABRIC standard in quality— 


right down to fit “All 
pocketbooks” in price. 














A More value for the New 

$A money than obtainable 1939 

y in any competitive mow- : Model “F” 

wy er,. the new 1939 model Price: 18” 

i F $69.90 
F.O.B. 


TOWNSEND 
POWER 
MOWER 


has “Sales appeal” built 
into it. Note features: 
Briggs & Stratton 4 cycle 
. is motor with foot starter 
struction you can find. For that’s extra strength, conveniently placed on 
Right side; throttle con- 
trol; speed 1 to 5 miles $ Sines: 18”, 20”, 32” and 26”. 

per hour; self-sharpen- ie 

ing reel; reel blades of heavy duty crucible steel, bottom blade 
Wickwire made, copper bearing, open hearth, low of heavy crucible alloy steel; 10 in. wheels; pneumatic tires; 
dust-proof bearings; detachable cutting unit—permits sharpen- 
i ‘ ‘ $ ing at same cost as hand mowers; weight only 115 Ibs. net. 
q Dealers stocking Gray Diamond are reaping new Backed by 43 years of sustained reputation. What dealer couldn't 
sales, new PROFITS. Ask Your Jobber. sell such outstanding value? Send for descriptive folder and 
trade prices. 


Samuel P. Townsend La Mower Co. 
WICKWIRE BROTH ERS | BLOOMFIELD, NEW JERSEY : 


Factory 


es ie a ies 


@ Yes sir, WELDED--the most modern netting con- 





stiffness, wear and appearance that no twisted net- 


ting can match. G And beneath Gray Diamond’s 


heavy galvanized or green painted coating is that 


sulphur Steel—rust resisting and extra tough. 





cCORTLAN @:-W™ © W YO RK-:-: UJ 








1939 





MARCH 23, 








EMPIRE 
LEVELS 


‘Buying Habit of 
Master Workmen” 





1 
| 
NE 


EMPIRE 


“Extreme Accuracy” 


ae. 9h 


sold by the best 
dealers everywhere. 


EMPIRE LEVEL 
MFG. Co. 


“Level Specialists” 
717 S. Sixth St. 





Milwaukee, Wis. 





Fishermen’s Barometer 


Takes advantage of the natural ten- 
dency of fish to seek water with high 
enough pressure to equalize air in their 
bladders. When atmospheric pressure 





L 


is high, fish are drawn to surface waters. 
During low pressure periods, opposite 
is true. This is true in fresh or salt 
water. A special dial, mounted on face 
of barometer, gives sportsman quick 
easy readings so he can see “fishing 
least” or “fishing best” at a glance and 
act accordingly. Barometer is also a 
weather forecaster and is adjustable to 
any altitude. Weighs six ounces and 
comes in handsome carrying case. Tucks 
conveniently into tackle boxes or fish- 
ing jackets. Taylor Instrument Com- 
panies, Rochester, N. Y. 


Dwin Display Unit 


This attractive and colorful display is 
an effective point-of-sale merchandise 





for the line of household items made by 
the Baldwin Laboratories, Sagertown, 
Pa. 


Sponge And Chamois Deals 


In commemoration of its 70th anni- 
versary, the American Sponge and 
Chamois Co., Inc., 47 Ann St., New 
York City, has announced some special 
deals for 1939 and new innovations in 
packaging for its French chamois lines. 
New items such as the Magic-Mit have 
been added. This item is of top grade 
durable sheeps-wool, scientifically tan- 
ned, and double faced so it can be 
used on both sides. An adjustable wrist 
strap with covered buckle, prevents 
slipping. The Joan of Arc and the 


Du Barry lines of imported French 
chamois are packed in modern, colorful 
Windo-Pak containers. 
branded. 


Each skin is 


The new round Kleer-Vue 











display is made of Protectoid, per- 
mitting the Cellophane-wrapped sponges 
with their colorful little instruction 
booklets to show up advantageously. 
This deal contains an assortment of 42 
genuine Mediterranean silk sponges 
with a retail value of $10.00 and a 
dealer’s cost of $6.00. The Square Deal 
assortment No. 14 contains 14 genuine 
Rock Island Sheepswool sponges and 
comes in a large wire display basket 
that can be re-sold as a refuse basket. 
Retail value is $11.00, dealer’s cost, 
$6.50. Another assortment of larger, 
flashier sponges is the Square Deal as- 
sortment No. 34 which consists of 34 
sponges and the wire display basket. 
Retail value is $11.00 and dealer’s cost 
is $6.50. Wire basket is in silver color 
and is 24 by 15% by 15% in. Other 
numbers will be added during the year. 





Diamond Point Shares 


The newly patented Gardex diamond 
point shares have a reinforced point and 
are made of special steel to defy the 
hardest soil. Maker states cutting edge 


stays keen while knife-like section of 





bow offers least resistance to svil. This 
share enters soil without downward pres- 
sure, and according to manufacturer, 
doesn’t have tendency to spring out of 
the ground. Gardex, Inc.. Michigan 
City, Ind. 


Sentinel Chime Display 

This demonstrator, in four colors and 
19 in. wide by 16 in. long, shows four 
models. It is completely wired with 
transformer and push buttons, ready for 
demonstration. Demonstrator is avail- 
able for $1.40 to cover the cost of trans- 
former and push buttons—the all-metal 
stand being furnished free. Wall type 
demonstrator showing tube chimes as 
well as bar type models also available 
at $1.75. The A. E. Rittenhouse Co., 
Inc., Honeoye Falls, N. Y. 
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Metal Spray Gun 


‘For all lead-tin alloys. Heat furnished 
by a sturdy, trouble-free blow torch; 
low air pressure and volume required; 
any standard rods or bars of solder may 





be used; instantaneous control of spray 
from fine to coarse and on or off; re- 
serve of molten metal to maintain tem- 
perature under heavy use. Gun is said 
to operate four hours on five cents worth 
of gasoline. The Turner Brass Works, 
Sycamore, III. 


Barcalo Products 
The Barcalo Mfg. Co., Buffalo, N.Y.. 


announces a combination box and open 
end wrenches, Barcaloid shock-proof 
handle screw drivers and new alloy va- 
nadium box wrenches, openings of 
11/16 and 1% in. This latter tool is 
supplied in two different finishes and 
in the popular 45 and 10 degrees. The 
combination box and open end wrenches 
are of chrome vanadium steel” and are 
supplied in an attractive steel gray fin- 
ish with polisMed ends and panels. 
Made in nine sizes. Will be made up 
in sets of four, five, and six, packed 
in metal cases, in black cardboard 
boxes, leatherette rolls and in kit bags. 
The screw driver is available in the 
popular sizes and in five different styles 
and with 11 options. Handles are 
tough, non-metallic, transparent and 
wine colored. Packed six to a box. 


Shotgun Cleaning Patches 


In the line of gun cleaning patches 
made by Frank A. Hoppe, Inc., Phila- 
delphia, Pa., is one made especially for 
use with the “plug” type of shotgun 
cleaning tool. This patch is oblong in 
shape, instead of the conventional 
round or square shape. It is suited for 
cleaning all shotguns from 28 gage 
to 12 gage and can be adapted for the 
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410 by cutting them down. When 
properly used patch does not wrinkle or 
fold upon itself. To use properly, 
patch is placed over the head of the 
cleaning tool, with its two halves folded 
backward on the tool. When inserted 
in the breech of the gun, the patch re- 
mains in position, does not come off the 
tool. 


“Power Pick-Up” 


This is an adapter for use in con- 
necting any portable electric machine 
or floodlight to a distributing panel or 
other source of power. The two in- 





sulated clips are snapped to the bus- 
bars, fuse clips, switch-blades or termi- 
nals of a distributing panel or other 
source of power. Attachment plug on 
machine is plugged into soft rubber 
connector. Mueller Electric Co., 1583 
E. 31st St., Cleveland, Ohio. 


Evercraft Lotus Tray 


This large multi-purpose tray in 
sparkling chrome has gracefully up- 
turned edges. Stem is available in a 
variety of contrasting colors. Overall 





length is 15 in. Other new Everedy 
items are Speedy clean 3-qt. sauce 
pots and sauce pans, and a Speedy 
Clean surface roaster. The Everedy 
Co., Frederick, Md. 


Tudor Plate Campaign 


Oneida, Ltd., Oneida, N. Y., has an- 
nounced a large magazine advertising 
campaign for its medium-grade line, 
Tudor plate. The campaign will intro- 
duce the new Tudor pattern, Fortune, 
a modern floral type. A DeLuxe server 
in this new patiern will be offered at 
25 cents. 











WHO WANTS TO 


IN A DRAFTY HO 





ISCERNING 

home owners 
are discovering 
that it costs less to 
calk all open joints 
than to continue to 
waste money on 
fuel bills. As in Wearmanenr 
the case of leading 
architects and builders, home owners 
praFty have also found it 
pape! pays to calk with 
Pecora, the perma- 
nent compound 
that will not dry 
out, crack or chip 
when properly ap- 
PECORA plied. 
Here is an attractive profit item for 
every hardware dealer. Carry and 
push Pecora. Avail- 
able in bulk or non- 
refillable metal 
cartridges for use 
with the new im- 
proved Pecora 






















TRADE-MARK 


Other Pecora Products 
ROOFING CEMENTS 
FURNACE CEMENTS 
CASEMENT PUTTY 
METAL SASH PUTTY 

GLAZING PUTTY 
STOVE & BOILER PUTTY 
PERFECT PATCHING PLASTER 


BOOKLETS 





Pecora Paint Company, Ine. 
Member of Producers’ Couneli, inc. 
Lawrence & Venango Sts., Phila., Pa. 
Established 1802 by Smith Bowen 


EVERY HOUSE 
SHOULD BE 


CALKED 


STOPS DRAFTS AND LEAKS 
GSUrs FU Be. eit ts 














POULTRY NETTING 


MADE WITH 
PERFECTED 
LOCK-TWIST 


U. S. HEXLOK is recog- 
nized universally as the 
Finest of all hexagon mesh 
poultry nettings. More 
uniform, more symmetrical 
in weave... . Stronger, 
more rigid in construction 
P Rolls out flat... . 
Stretches perfectly... . 
Retains its original shape 
longer... . Gives great- 
er all ‘round satisfaction. 


U. S. HEXLOK Poultry 
Netting is readily avail- 
able in one and two inch 
mesh, Galvanized Before 
or After Weaving; stand- 
ard widths from 1) to 72 
inches. All Copper-Bear- 
ing Steel Wire. 



















Ask your jobber or write 
for further information! 










US 
STRAITLOK 


POULTRY NETTING 


W MADE WITH 
} PERFECTED 
}| LOCK-TWISsT 

| U. S. STRAITLOK - the 


] ' 
wm original straight-line 
ultry netting - is woven 
Fike farm fence.... Lies 
flat when unrolled... . 
Cuts easily and without 
@ waste... Stretches per- 
fectly without top-rail or 
baseboard . . . Costs less 
to erect . . . . Gives long, 
satisfactory service. 










Made of Copper-Bearin 
Steel Wire in one oat 
two-inch mesh, Galvan- 
ized Before or After 
Weaving; standard widths, 
12 to 72 inches. 


Sold only through the 
regular wholesale and re- 
tail trade. 


Ask your jobber or write 
or further information! 


INDIANA STEEL & WIRE CO. 
MUNCIE, INDIANA 



















A letter of recommendation written in 1893 by J. P. Townley and 
presented to his Grandson, Webster Townley, in 1939. 


Mr. Percey Got the Job 


66 RANDSON hires man on 

recommendation of grand- 
father.” That in itself is not un- 
usual. Many a young man has taken 
his grandfather’s advice, but this 
instance which occurred to Webster 
Townley a short time ago is outside 
the ordinary experience. To give 
the story in chronological order it 
goes like this: 

J. P. Townley moved from the 
banks of the Wabash to those of 
Missouri in 1884 and two years 
later the Townley Metal Company, 
now the Townley Metal & Hardware 
Co., was beginning to prosper. Sheet 
metal and tinners’’ tools were in 
demand, and it was obvious that he 
could now use a larger force, which 
in those days, largely meant tinners. 
Among others he hired one C. J. 
Percy at that time 16 years old. 

Mr. Percy received $3.00 per week 
the first six months, $3.50 per week 
thereafter, for the balance of the 
first three years. After that piece 
work was substituted and his wages 
averaged $18.00 per week which was 
“big” money in those days. He re- 
mained with the firm until December 
1893. 

Some of Mr. Percy’s subsequent 
adventures took him out of Kansas 
City, but he returned to his early 
associations and a few weeks ago 
was looking for a job, still as a 
tinner. 

In those 45 years the company 
had changed. J. P. Townley had 
died in 1928. His son, John Town- 


ley had predeceased him in 1926. 
His youngest son, Richard Townley, 
is now president of the company. 
Two grandsons, Webster and J. P. 
II have become vice-president and 
secretary respectively. Of these the 
eldest, Webster Townley is now in 
charge of warehouse operations and 
personnel. One of the problems of 
this job became a reality in January. 
Mr. Townley was in need of a sheet 
metal worker, just as his grand- 
father had been in 1886. This time 
however, it was not a question of 
the prospect walking in. A blind 
ad in the local press obtained sev- 
eral answers. Among others was 
one C. J. Percy. Mr. Percy admits 
that he has worked for the company 
at different times for short periods 
since 1893 but no one with the com- 
pany at the present time remem- 
bered him, and all of the individuals 
he remembers here have long since 
left the firm, many having passed 
away in the meantime. 

The usual interview took place. 
Mr. Percy produced a typewritten 
letter of recommendation. The let- 
ter head had a familiar look. Mr. 
Townley read the letter of recom- 
mendation which is reproduced in 
the accompanying illustration. Only 
the signature was in long-hand and 
to his amazement, Webster read the 
name of J. P. Townley. 

Needless to say, Mr. Percy got 
the job. Other things being equal, 
a grandfather’s “To Whom It May 
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@Sold everywhere, bought by everyone 
interested in flowers, fruits, vegetables, 
poultry, or live stock, “Black Leaf 40” is 
always in demand—always in _ season. 
People look for the familiar black leaf 
on the package. They ask for “Black 
Leaf 40” by name—because they already 
know by experience its proven value and 
many protective uses against insect pests. 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 
(INCORPORATED @ LOUISVILLE, KENTUCKY 








BY OFFERING A 


ranteéd 
LAWN MOWER 
SHARPENING 
SERVICE 


THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it repiaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Hardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 
PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the Ideal Sharpener which requires 
only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATH CO. 


702 BELL ST. © PLYMOUTH OHIO 
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CHAMBERLIN 
BRASS THRESHOLDS 


DURABLE... WEATHER-TIGHT... 
GOOD LOOKING... 
and reasonably priced 


® Doorways get hard usage — strength and weather- 
tightness are important. Chamberlin Brass Thresholds 
meet every requirement and are available in a wide 
range of styles: and prices. Take advantage” of 
Chamberlin's long experience. Write today for details 
and a free booklet on Chamberlin Brass Thresholds. 


CHAMBERLIN METAL WEATHER STRIP CO. 


1256 LaBrosse Street " . Detroit, Michigan 


’ 


SINCE 1893 —THE STANDARD 








PROTECTION cz 





No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 


10,000,000 CONSUMER 


DEMAND completes 


the FOUR best selling helps any 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
.. makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 

PHONE YOUR JOBBER FOR DETAILS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 












ROGERS 
Gloucester, Mass. 
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4s Fasier to Sell 


JUDD BINDING 
AND EDGING 


Right off the Ree/ 










IT'S ROLLED 
RIGHT—polished 
on the inside of the curve 


Judd binding and edging is EASIER 
TO DISPENSE; it’s EASIER TO 
INSTALL—lies fat as it’s unrolled; 
it’s BUFFED AND POLISHED—it 
stays bright longer. 

Only JUDD binding and edging, in 
this efficient dispensing carton, has 
all these features. The carton con- 
tains 25 full yards and 25 envelopes 
of pins. Can be re-coiled in the car- 
ton—no kinking, no waste yardage. 
Profit with the thousands of dealers 
who stand by JUDD quality year 
after year. Tell your jobber you want 
JUDD binding and edging in the 25- 
yard dispensing carton. 


BRASS, ZINC, and STAINLESS STEEL 
in Every Needed Size and Style 
WRITE FOR CATALOG 95 


pminhrh 


H. L. JUDD COMPANY 


INCORPORATED 
WALLINGFORD, CONNECTICUT 


NEW YORK CITY OFFICES AND SALESROOM 
87 CHAMBERS STREET 
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C. J. Percy back on the job after an absence of nearly half a century. 


Concern” letter served as a recom- 
mendation and was acted upon by 
his grandson, who was not to be 
born until 10 years after the date of 


the letter, and it put a former em- 
ployee back with the same company 
after an absence of nearly half a 
century. 


What Did Debtor Pay? 


HEN a debtor who owes a 

creditor several debts, tenders 
a payment without saying which 
debt he is paying, how should the 
payment be applied? 

That the manner in which the 
payment is applied may under some 
circumstances have a serious effect 
on the creditor’s rights, is shown in 
a recent Federal Court case. There 
a debtor owed a creditor both on 
an open account and on a chattel 
mortgage which he had executed in 
favor of the same creditor. The 
debtor made several payments with- 
out specifying to what obligation 
they should be applied. Subsequently 
the debtor went into bankruptcy. 

In the bankruptcy proceedings 
the creditor attempted to enforce his 
chattel mortgage by claiming for 
himself the proceeds of the sale of 
the items on which he held the 
mortgage. It was objected that the 
debtor’s payments before the bank- 
ruptcy had cleared the chattel mort- 
gage and hence that the creditor’s 
only claim was as a general creditor 
for the payments on the open ac- 
count. This would have deprived 
the creditor of the right to the pro- 
ceeds of the sale of the goods sub- 
ject to his chattel mortgage. 

The Federal Court ruled in favor 
of the creditor, saying: 

“The contention regarding the 
payment of the chattel mortgage re- 
lies upon the rule that if a debtor 
does not specify how his payment 
is to be applied, the creditor may 
apply it as he pleases, and, if 
neither party makes any specific 


application the presumption is that 
the oldest debt is to be first paid. 
Both parties here considered the 
payments to have been applied to 
the unsecured items of the running 
account, not to the extinguishment 
of the mortgage debt.” 

Where a debtor makes a payment 
without specifying how it is to be 
applied, a wise creditor will apply 
it to items which he might have 
difficulty in collecting. If there is 
no such choice among several items 
owing, the law contemplates that 
the payments will be applied to the 
oldest items, for they would be the 
ones first outlawed by the statute of 
limitations. 


Builders’ Hardware 
Engineers 
(Continued from page 33) 


registered builders’ hardware engi- 
neer could handle the larger work. 

Better profits could be made for 
all these reasons, plus the fraternal 
spirit created by this association and 
the dignifying of the business as a 
profession. 

It is natural that men who are 
employed should think first of their 
own income and such a program 
would naturally increase that in- 
come, but in my humble estimation 
of greater importance is that the 
company or corporation having a 
department should show a profit. 
Otherwise, the whole program falls 
down. 
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How’s the Hardware Business ? 


(Continued from page 68) 


any year been able to match the 
1939 total. 


* * - 


Electrical Machinery—Manu- 
facturers’ sales of all electrical ma- 
chinery and supplies during January 
increased 14 per cent over January, 
1938, according to reports from 96 
firms to the U. S. Commerce Depart- 
ment. 


* + * 


The Spring Rise—Hardware 
sales are at last responding to the 
impetus of spring, with March show- 
ing the expected substantial rise 
over February, and in most sections, 
a modest increase over last year’s 
comparisons. The buying policy of 
retailers is still cautious, and whole- 
sale ordering has been very conser- 
vative. Seasonable lines, however, are 
moving so briskly now that orders 
everywhere are more frequent and 
urgent than at any time since last 
fall, testing the service of manufac- 
turers and jobbers alike. Aside from 
hardware, general trade and general 
industrial activity are showing con- 
siderable betterment. For many 
manufacturers, this has been the first 
such gain this year. 


* * * 


Business, Failures Decline— 
The number of commercial and in- 
dustrial failures in the United States 
in the week ended March 2, showed 
a decline for the third successive 
week, according to Dun & Bradstreet, 
Inc., New York City. Failures for 
that period totaled 214, compared 
with 217 the previous week, and 260 
a week before. Failures with lia- 
bilities over $5000 fell to 121, as 
compared with 132 a week before, 
and 157 a year before. 


* + 


Favorable Reports—The most 
recent “crop” of industrial statistics 
looks quite encouraging. Produc- 
tion of automobiles, electric power, 
and cotton textiles, the volume of 
retail and wholesale trade, railroad 
freight loadings, and bank clearings 
gained in the latest reports. These 
favorable movements were accom- 
panied by other encouraging de- 
velopments. The railroads increased 
their orders for new equipment, and 
announced they had hired more men 
in February. In the textile markets, 
buying of cotton goods was the live- 
liest for any week so far in 1939. 
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Freight Loadings — Heavier 
shipments of industrial goods in the 
week ended March 4, raised freight 
carloadings 6.8 per cent from that 
of the preceding week, to a total of 
598,691 cars. The gain over the 
similar 1938 week was 8.3 per cent. 
The week’s loadings were the largest 
since December, 1938. The Associa- 
ted Press seasonally adjusted weekly 
index of freight carloadings, based 
on 1929-30 as 100, advanced to 64.5 
compared with 63.8 the previous 
week, and 59.6 a year ago. 


* + 


Electric Output—The Edison 
Electric Institute reports that pro- 
duction of electricity for light and 
power in the United States for the 
week ended March 4 was 2,244,014,- 
000 kilowatt hours, an increase of 
10.2 per cent over the like 1938 
week. This figure was about 0.9 per 
cent above the output of the previous 
week. 
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Cost of Living—The average 
cost of living in the United States 
is now about 85.3 per cent of the 
1929 level, according to the latest 
figures compiled by the National In- 
dustrial Conference Board. Items 
included in the estimates of cost of 
living are food, which accounts for 
about 33 cents of the wage earner’s 
dollar; sundries, which account for 
30 cents; housing, 20 cents; cloth- 
ing, 12 cents; and fuel and light, 5 
cents of each dollar. In January, 
the lowest relative prices were for 
food, at 74.1 per cent of the 1929 
level, and clothing, at 73.7 per cent. 
Fuel and light cost 92.0 per cent, 
housing cost 93.7 per cent, and sun- 
dries 97.1 per cent. The cost of hous- 
ing has varied greatly in the last 
decade. The index for housing fell 
below that of the cost of living from 
late in 1932 until January, 1934, and 
then began to rise steadily. Since the 
summer of 1936, housing has been 
relatively more expensive than the 
average cost of living. The costs of 
sundries and of fuel and light have 
remained almost constant during the 
ten-year period since 1929. 
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WHEN YOUR CUSTOMERS 


During 
NATIONAL HARDWARE WEEK 


and at all other times... 


You will sell 


MORE CASTERS and 
BETTER CASTERS 


with this 
Bassick 
Sales-producing Display 






and the 
QUALITY GROUP of BASSICK 


Diamond-Dart Casters and 
Rubber Cushion Slides 


If you do not clready have this 
small, practical, attractive display 
block, check with your wholesaler 
—or write for full information and 
new booklet, “How to Sell Casters.” 


THE BASSICK COMPANY 
Bridgeport 


Connecticut 














New Shotgun Shell Eliminates 
“Blown Patterns” in Shot Charge 


HE invention of a shotgun shell 

that eliminates “blown patterns’ 
or holes in the shot charge, has been 
announced by the Remington Arms 
Co., Inc., Bridgeport, Conn. This, 
the company states, will mean more 
accurate shooting by making it im- 
possible for clay targets to sail un- 
touched through holes in the shot 
charge. The invention is described 
as “one of the most important de- 
velopments in shotgun ballistics 
since the invention of choke-boring 
75 years ago.” | 

To eliminate “blown patterns” is 
to eliminate the top wad, which has 
been done, the shot being held in 
place by folding over the mouth of 
the shell body. This is the “new 
Remington Crimp”, which is _ the 
feature of this new shell and which 
is available at the present only in 
trap and skeet loads. Its introduc- 
tion into field loads is not expected 
in 1939. 

To trap and skeet shooters, any 
pattern having shot pellets so un- 
evenly distributed or widely scat- 
tered that “holes” or openings there- 
in permit a target fired at within 
normal range to pass through un- 
broken, is known as a “blown pat- 
tern.” * Therefore when a_ blown 
pattern is encountered, the most 
skillful gun pointing is of little 
avail since the target has a fair 
chance of flying safely through one 





How the new Remington Crimp eliminates a top wad. 
right, the mouth of the first shell has been puckered or folded; the 
second has been ironed closed, and the third sealed. On the extreme 
right is the old shell. The new shell is neatly sealed with a waxed 
paper disk to waterproof the shell and provide a means of load identifi- 
cation. On firing, the crimp opens, tearing the disk into several sec- 
tions, all of which remain affixed to the shell body. 





From left to 


of the holes which the top has made 
in the shot charge. 

To the average trap shooter, blow- 
proof patterns mean precious extra 
targets, and to the trap expert stand- 
ing on the 25-yard line, extra good 
yardage and a surety that skill and 
not chance will determine his score. 
To the skeet shooters, it will mean 
that holes will be made in their 
well-aimed-at birds instead of their 
patterns. 

Remington states that laboratory 
tests of thousands of patterns have 
shown that in about 10 out of every 
100 shots fired, the top-wad gets in 
the way of the shot charge, obstruct- 
ing it and causing uneven distribu- 
tion or wide scattering of the pellets, 
resulting in a blown pattern. 

The manufacturer has furnished 
photos indicating that the top-wad 
can ruinously scatter the pellets as 
clearly illustrated by spark pho- 
tography, which shows the top-wad 
in the act of getting in the way of 
the pellets. The modern technique 
of this type of photography has 
aided immensly in the tests and re- 
search necessary to this develop- 


ment. 
In this ingenious procedure a high 
voltage is built up across a spark ‘ 


gap just as the shot charge moves 
between the gap and a photographic 
plate, the gap is rendered conduct- 
ing so that a bright spark flashes 
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ATHLETIC EQUIPMENT Qe 
ALL SPORTS =e 


YOUR JOBBER CAN GIVE You 
COMPLETE INFORMATION.. 
.. 1F YOU DO NOT KNOW THE 
NAME OF THE JOBBER IN YOUR 
TERRITORY Wachee us DIRECT! 





Established 1818—America's Oldest Woven Wire Factory. 


re GILBERT & & BENNETT MFG. CO. 


GEORGETOWN, CONN. 


Ask for 
Gilbert & Bennett 


— GsB 


UALITY 
‘Products 
Netting 


Pou 
Galvanized Before and After 


Straitline Poultry Fence 


ind After 


Galvanized Hardware Cloth 


In All Meshes and Gauges 
SCREEN WIRE CLOTH 
Pearl Wire Cloth 


Acme Electro-Galvanized 
Wire Cloth 

Painted Black Wire Cloth 

Copper Wire Cloth 


Light and 


Bronze Wire Cloth 


Bright and Roman 






WEW YORE, WY. BLUE ISLAND, ILL. KANSAS CITY, MO. 






















FOR YOUR CUSTOMERS’ 
COMPLETE SATISFACTION — | 


| And here is all you do to get it! Buy the special big-profit deal 
outlined below from your jobber—and you get the Plastic Wood 
counter salesman FREE! 


Make sure you specify T R & S Rivets. | 
They are true to gauge and 100% usable 
—accurately drilled to drive easily and 
The established recog- 


nition of this time-honored name is your 


clinch smoothly. 


best guide and guarantee. 


TUBULAR RIVET & STUD CO. 


World's Foremost Producers of Rivets 
Wollaston Massachusetts 
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GET THIS MERCHANDISER 
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_ Buy This Plastic Wood Deal From Your Jobber! 


Freel 


Think what this bright new 
metal merchandiser will do 
to boost your Plastic Wood 
, sales! It takes up little 
space on your counter (less 
than 1 square foot) but 
makes that little show big 
results! The stand holds six 
tubes and a dozen 4-pound 
cans—plus a dozen cans of 
Plastic Wood Solvent. 


bars 
—* = 
PLASTAMLAS IN 








2-dez. 4-tb. cans Natural Plastic Weed @ 35¢ea. $8.40 
1-dez. 1!4-0z. tubes Natural Plastic Weed @ 25¢ ea. 3.00 
eee 3.00 
1-dez. 1 oz.cans Solvent . ‘ 1.20 


TOTAL RETAIL VALUE . 
YOU PAYONLY ... . 10.40 


PPLASTIC WOOD 


Sells for 
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| increase my 
line fence sales | , 
with Low cost 
Electrite Fencers | 
and add to ; 
ng pte | 
5 Year 
Service 
Guarantee 


Fully 
Insured 





Now more than ever—with safe, prov- 
en Electrite Fencers—farm fencing 
can be one of your big money lines. 
You can make two sales and two 
profits instead of one by selling the 
idea of protecting good line fencing 
with a low cost Electrite Fencer. 
Electrite will keep stock from push- 
ing and patrolling the fence line— 
add years to the life of all fencing, 
completely satisfy your customers. 
There are thousands in use today. 
Priced to meet mail order and chain store 
competition, Electrite Fencers are easy to sell. 
They provide every important mechanical 
feature to talk about that high priced Fen- 
cers offer. They carry a five year service 
guarantee—will operate satisfactorily years 
longer. The only low priced Fencer good 
enough to meet insurance requirements, Elec- 
trite offers you Products Liability Insurance 
protection. 


Hundreds of 
leading deal- 
ers all over 
the country 
are adding 
to their sales 
with these 
attractive, efficient, battery operated, high 
line or farm plant models that are exclusively 
a hardware house line. Electrite has a dealer 
sales help program that works—yours with- 
out charge. Ask your jobber for complete 
information or write direct, today, for free, 
colorful Electrite Data Bulletin. 





Electrite Fence Company 
239 Knilans Bidg. Whitewater, Wis. 





across it. The flash lasts barely 
longer than one-millionth of a sec- 
ond. In that brief instant the shot 


charge cannot move far enough to 








cause the slightest blurring of its 
shadow on the photographic emul- 
sion. Hence a clear cut shadow is 
obtained. 


This is an actual spark photograph taken 314 feet from the muzzle of a 

shotgun showing the shot charge being held back and scattered by the 

top wad. This shot charge was traveling about 1,200 feet per second 
(818 miles an hour). 





This spark photograph was taken under the same circumstances as the 


other. 


However, a shell having the new Remington Crimp was used. 


Here, without a top wad to break up the shot column, the pellets travel 
uniformly, opening into an evenly distributed pattern. 








Samples Sold $200 


L. ROGERS, proprietor of the 

e West Washington Cash Hard- 
ware Store, Washington, Pa., did a 
$200 shade business last year at a 
35 per cent margin. He turned a 
$38.50 stock six times and this year, 
using similar merchandising meth- 
ods, his store sales are up 50 per 
cent and forging ahead. 

His secret? It is samples distrib- 
uted to all his customers plus the 
knack of giving his stock of shades 
a dramatic quality which wins the 
attention of customers and directs 
their attention to the importance of 
fresh, clean shades in the decorative 
scheme of tastefully furnished homes. 


Worth of Shades 


An important adjunct to the 
store’s merchandising program is a 
monthly publication, West Washing- 
ton Hardware News, which is mailed 
to all customers. To direct attention 
to his stock of shades, Mr. Rogers, 
each spring for the past three years, 
has included a small sample of 
shades with the March and April 
issues. The swatches are 2 by 3 in. 
in size and are obtained by cutting 
up shades in stock, which include 
Clopay 15 cents; Lintone and Clopay 
35 cents washable shades. Each 
swatch is then stamped with a rub- 
ber stamp for identification. Ap- 
proximately 2,000 swatches were dis- 
tributed in this manner each year. 
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Bill Pending in Congress Seeks 


to Improve Credit Facilities 


Aid to small enterprises purpose of proposed 
measure which 1s designed to make extension 
of credit a function of local management 


By L. W. MOFFETT 


Washington Representative 
of Hardware Age 


OVERNMENTAL assistance to 

improve the credit facilities for 
small enterprises, a subject which 
was the outstanding topic for dis- 
cussion at the 1938 conference of 
small businessmen in Washington, is 
the objective of several bills pend- 
ing in Congress, the latest of which 
is one sponsored jointly by the 
American Federation of Little Busi- 
ness, one of the hundreds of organi- 
zations which sprung up after the 
1938 meeting, by Senator Logan, 
Democrat, of Kentucky, and by Con- 
gressman Patman, Democrat of 
Texas, and co-author of the Robin- 
son-Patman anti-price discrimination 
law. 

After receiving the assurance in 
Secretary of Commerce Hopkins’ 
maiden speech in Des Moines that 
“one of my prigcipal interests as 
Secretary of Commerce will be to 
see that the resources of the Govern- 
ment are particularly directed to- 
wards aiding these small enter- 
prises,” the bill was launched with 
the hope that Administration sup- 
port, over and above that promised 
between the lines in Mr. Hopkins’ 
speech, will be forthcoming. 

Described as closely patterned 
along the lines of the existing Home 
Loan Bank—Federal Savings and 
Loan system, the measure provides 
for the creating of 12 regional inter- 
mediate credit banks in which pri- 
vate capital and private management 
would be combined with government 
capital and government regulation. 
Designed to make the extension of 
credit a function of local manage- 
ment, the system would be based 
upon the functioning of local invest- 
ment associations authorized to make 
loans up to $100,000 for business 
purposes and including character 
loans when credit is not otherwise 
available through the usual local 
commercial banking channels. 

The 12 regional investment banks 
would serve primarily as reservoirs 
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for the discount paper emanating 
from the local investment associa- 
tions, although they could also make 
loans direct under certain circum- 
stances. A three-man board, ap- 
pointed by the President, would be 
charged with general supervision of 
the banks, the associations and the 
insurance corporation. The board 
and the banks would be required to 
keep in close contact with the asso- 
ciation through frequent examina- 
tions. 
Capital, the measure provides, 
would be supplied as follows: 
1—The capital stock of the re- 
gional investment banks, to be sub- 
scribed by the Secretary of the Trea- 
sury. The money, up to $120,000,- 
000, to be provided by the RFC; 
2—The capital of the local asso- 
ciations, to be provided by local in- 
vestors and the Secretary of the 
Treasury, the latter being authorized 
to subscribe for preferred shares at 
a ratio of four to one of common 
capital, up to $100,000 for each local 
association, $60,000,000 to be appro- 
priated for this purpose. The com- 
mon stock subscriptions would be 
protected by insurance up to $5,000 
in the case of each investment. 
3—The capital stock of the insur- 
ance corporation — $100,000,000 — 
would be subscribed by RFC. 
President Roosevelt last year 
named an interdepartmental com- 
mittee, headed by Secretary of the 
Treasury Morgenthau, to study the 
possibilities of easing credit for 
small enterprises but the committee 
has long since been forgotten. 
Among other things, it is known to 
have discussed a plan similar to the 
one embodied in the Logan-Patman 
bill, but delegated most of its func- 
tions to a sub-committee after meet- 
ing only once or twice. Neither the 
committee nor the sub-committee 
ever made a report. Mr. Roosevelt 
was asked receutly to state his views 
on the bills pending on Capitol Hill 








JUST PUT ACME 
TACK-POINT CORRUGATED 
FASTENERS ON THE 
COUNTER AND LET THEM 





Here’s a product that will add to your 
profit by just being displayed. Homeown- 
ers, carpenters, cabinetmakers — nearly 
everyone who works with wood can use 
these improved fasteners. The attractive, 
convenient, ten-cent package has a sales 
appeal that creates fast turnover. 


Acme Tack-Point Corrugated Fasteners 
make strong joints on all kinds of wood 
products: signs, screens, furniture frames, 
barrel heads, etc. 


If your jobber can’t supply you, write us 
direct. 





PACKAGED IN 3 POPULAR SIZES 


Each package contains fifty fasteners of 
one size % x 4, ¥2 x 5 or ¥% x 5— 
12 boxes to a display carton. For larger de- 
mands Acme Corrugated Fasteners are 
available in: standard cartons of 250, 500 
and 1000 fasteners; 100 to a box, 10 boxes 
to a carton; and in 25, 50 and 100 Ib. lots. 


Let us send you a sample package so that 
you can judge their sales possibilities for 
yourself— 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, Ill. 
Branches and Sales Offices in Principal Cities 


WRITE FOR : 
FREE SAMPLE 


Acme Steel Company 
2838 Archer Avenue 
Chicago, Illinois 


Gentlemen: 

Send me, without charge, « sample 
box of Acme Tack-Point Corrugated 
Fasteners. 

Name 

Address 


City State 





















FOR YOUR 






































AN UNUSUAL 
FAIR TRADE 
CONTRACT 
































The Thompson Fair Trade 
Contract gives the retailer 
complete protection on all 
“MILFORD”, “HYGRADE”, 
and “T” brand hack saw blades. 
We do not manufacture un- 
branded blades and all private 
brand hack saw blades manu- 
factured by us will bear a trade- 
mark owned by this Company. 
This guarantees to the Retailer 
that he will not meet unfair 
competition from unbranded or 
private brand blades manufac- 
tured byThe Thompson Company. 








THOMPSON 
& SON CO 


Saw Makers For Over Halt A Century 








which are designed to guarantee 
bank loans to small business units, 
but he dismissed the question with 
the explanation that he had not read 
the measures. 

Sponsors of the Logan-Patman 
bill, apparently anticipating that op- 
position would be directed along spe- 
cific lines, had this to say of the 
measure: 

“It does not establish a govern- 
mental agency in competition with 
private enterprise but provides a 
self-sustaining credit system de- 
signed to put private capital back to 
work in productive enterprise and to 
meet the legitimate and widespread 
need of independent small business 
men for long-term credit.”—George 
Olmsted, of Des Moines. chairman of 
the American Federation of Little 
Business. 

“I wish to make it perfectly clear 
that independent small business is 
not asking for a government hand- 
out. It is not asking for the creation 
of another governmental agency in 
competition with private banks or 
other legitimate lending institutions. 
It is not proposing a plan which will 
be a burden upon the taxpayers. It 
is merely asking the temporary as- 
sistance of the government to enable 
it to establish an instrumentality of 
self-help.”—Congressman Patman. 

“With all that we have done, we 
have done little or nothing for the 
small business man. This is particu- 
larly regrettable. not only because 
Little Business—which in the aggre- 
gate employs more people and pays 
more taxes than any other economic 
group—is sorely in need of assis- 
tance, but also because the small 
business men and women comprise 
the bulk of that middle class of our 
population . the backbone of 
America . . .”—Senator Logan. 

“The farmers, horhe owners and 
big business already have their own 
financing facilities. This bill does for 





the small independent business man 
only what we have already done for 
these other groups and it will not 
cost the taxpayers a penny.”—Repre- 
sentative Voorhis, Democrat of Cali- 
fornia, another sponsor of the bill in 
the House. 

Although other congressional 
members express doubt that Con- 
gress will go to the extent contem- 
plated in the Logan-Patman Bill in 
expanding credit facilities, they con- 
sider it likely that some steps may 
be taken to relax RFC facilities as 
was done last session, but only to a 
limited degree. The small business 
groups, meanwhile, are looking with 
optimism towards the Commerce De- 
partment, which last year sponsored 
the big field day for small business 
spokesmen at the request of the 
White House. The new Secretary of 
Commerce has not overlooked the 
small business units in his an- 
nounced program to bring about 
greater harmony between Govern- 
ment and business. 


Re: “Tainted Money” 


Matpen, Mass.—We are taking 
this opportunity of writing and com- 
mending Roy F. Soule on his article 
“Tainted Money” and the HARDWARF 
Ace for printing same. (See Harp- 
warE AGE, March 9, 1939, page 54.) 

We believe “Tainted Money” to 
be one of the finest articles of that 
type ever written for the good of the 
hardware business, and our em- 
ployees have found the article both 
interesting and enlightening. 

We have enjoyed articles by Mr. 
Soule in previous issues of the Harp- 
ware AGE and have found them also 
very worth while and we are looking 
forward to other contributions by 
this writer in the future. 

Davin Harpware Co.. Inc. 





Connecticut Convention 
(Continued from page 62) 


obtain more such contracts in Con- 
necticut. Rev. Hugh Shields was 
the principal luncheon speaker who 
entertained and inspired with his 
homely wit and good sense. After 
the lunch a Borden-Busse Talkie was 
presented. It demonstrated selling 
methods, good and bad, and stressed 
the importance of planned selling 
presentations. 

Dr. Geo. W. Allison, field director 
Modern Kitchen Bureau, told of the 
huge market for the Modern Kitch- 


en sold as a complete unit and of 
the growing popularity of the ensem- 
ble idea in kitchens. He cited many 
examples of successful modern 
kitchen merchandising and told of 
the widespread publicity such ac- 
tivity was receiving. 

Maurice Sherman, editor Hartford 
Courant, prefaced his remarks on 
economic conditions by telling of his 
hobby. which is homeworkmanship. 
He also told of his complete assort- 
ment of tools, all of which he said 
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EVERY ‘HOME 
NEEDS ONE 
NOW! 


There are millions 
of unsightly, worn dust 
pans in use. Many 
housewives in your 
neighborhood are 
shopping for new and 
better dust pans right 
now. 


One look at this dis- 
play sells ’em on the 
colorful, modern Ful- 
ton Dust Pans! 


For Hardware 
Week, May 6 to 13, 
you can get this com- 
plete assortment, in- 
cluding the display 
stand, for only $16.00 
—regular price $18.61. 
Includes fastest mov- 
ing items in the Fulton 
line — both open and 
covered models. 

Be Ready for Spring 
Housecleaning Sales! 
Save money on this complete assortment! ORDER NOW! 


Assortment includes 10 styles of fast-moving Fulton Dust Pans. 
All are substantially made, some with real rubber edge and others 
with inserted steel edge—they cling close to the floor. Complete variety 
of both long and short handled models. Display stand attractively 
finished—takes little room—a wonderful silent salesman. 


THE PATENT NOVELTY COMPANY 
305 8TH AVENUE, FULTON, ILLINOIS 




























3 out of 4 homes 


in your city are reached by 


Gottschalk 


D2 Pi athners er ‘ 
_ 
...a 30,721,000 audience 
Using leading women’s magazines with a total circulation 
of 18,981,000 ... which means close to 100% coverage of 
the better class homes in every city, town and rural com- 
munity in America. Also a nation-wide radio campaign 
featuring the popular Jean Abbey Radio Period ... with a 
potential audience of 11,740,000. 
Practically every modern housewife knows Gottschalk’s 
Metal Sponges... reads about them in her favorite magazine 
hears about them over her favorite station. She uses 
these effective scouring devices regularly, buys them often 
...and you can make your share of the profits. 


You Profit Most When You Carry the 
Complete Cottschalk Line 


The standard Metal Sponge at 10c and 
the Junior at 5c; the big Bronze Ball for 
hard scouring, Kitchen Jewel with the 
handy knob, and Hand-L-Mop with the 
6-inch handle, each at 10c. 


Gottschalks 


METAL SPONGE 








10° ———SCUMETTAL SPONGE SALES CORP. 
10 Philadelphia, Pa. 


MARCH 23, 
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CELLOPHANE WRAPPED 
MILDEW RESISTANT 
Consumer Folders, 
Window and Counter 
Displays available. 


















Dept. HAS. 


Nationally Advertised 


“Soil-Soaker” sure made a hit last year! 
Dealers “went to town” on big volume, 
liberal profits! Users, by thousands, were 
keen about its correct method of thorough- 
ly watering lawns, terraces, shrubs, roses, 
parkings, flower beds, vegetable gardens, 
etc., by gentle seepage and “soaking the 
roots” without wasteful spray. 


AND NOW we offer a new “dressed 
up” cellophane-wrapped package—‘‘Soil- 
Soaker” made of canvas scientifically 
treated to prevent mildew—a new $1.00 
size—new classy window and counter dis- 
lays (packed in each case)—new lower 
ist prices as follows: 


No. 0, 12’, each $1.00, 1/2 doz. to case. 
No. 1, 18’, each $1.50, 1 doz. to case. 
No. 2, 30’, each $2.50, 2 doz. to case. 


GET THE EARLY BUSINESS! 


Nearly 400 jobbers in all sections of 
the United States have complete ‘‘Soil- 
Soaker” stocks. Order Now! Or, write 
us for name of nearest jobber. 


HASTINGS CANVAS COMPANY 
Hastings, Nebr. 




















All Metal— 
Adjustable 


at 


9 STOCK SIZES 


square, or warped. Ezten 


nance, increases resale 
profits. Perfect protection 
from insects, with full sash 
operation. 


Literature Free 


Full information, prices 
and discounts on request 


Write Today 


The Haskel Co. 
213 Field Building, 
Birmingham, Mich. 





EXTENDA 


The fine mesh bronze screen unit is quick- 
Ss C be E E N Sg ly removable from the frame. Easily and 
inexpensively replaced if necessary. 


BRING NEW PROFITS 


More profits in screens! 9 sizes meet all de- 
mands. Extensions operate both vertically and 
horizontally. Installation requires no fitting or 
trimming, even though openings are out of 


stallation costs, smaller inventory, less storage 
space. Saves money on installation and mainte- 







To Hardware Dealers 
As easily adjusted as 
a curtain rod! Quick- 
ly installed from the 
inside without tools. 
Neat metal frames, 
finished like the bar- 
nel of a fine gun with 
Haskelite, require no 
painting or mainte- 
nance. 


ARE ALL YOU NEED 











da means lower in- 


Low Prices 


Standard from $1.95 
De Luxe from $3 
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Capt. Savabrush has a great 
war-record! He has fought 
hard to save lives of paint 
brushes all over America. 
He is the only brush-restorer 
nationally advertised for 
years. Schalk Chemical Co., 
Los Angeles and Chicago. 















ARMSTRONG 








The Socket Wrench 
with the DRIVELOCK! 


Have you tested the ARMSTRONG 
Vanadium Super Quality Socket 
Wrenches featuring the patented 
ARMSTRONG DRIVELOCK? This 
exclusive Armstrong feature locks 
socket to driver, driver to exten- 
sion, extension to handle — heads 
geattively will not knock off. 

ese are the only safe wrenches 
to use around moving machinery. 
Parts are quickly and easily de- 
tachable. 


W-35 Manual nontes 
complete ARMSTRONG Line — 
these are guaranteed quality tools, 
the finest manufactured. You can’t 
miss sales with ARMSTRONG 
QUALITY. 






ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 &- | Seanene Ave., Chicago, U.S.A. 
and Sales: 
“le Lafapette St., New York 

San Francisco London 





were of the highest quality. 
plored the extravagances of govern- 
ment in the present day picture; pre- 
dicted that there would not be an 
early European war and cited many 
examples of tax burdens staggering 
and strangling economic progress. 

C. Alquist, representing the Fed- 


eral group of hardware mutual insur- 


ance companies, thanked the asso- 
ciation for its cooperation during the 
past year and reminded the dealers 
of the agreement between his insur- 
ance company and the Connecticut 
association that if association dues 
were not paid the insurance would 
not be renewed. He also said that 
such insurance provided up to 40 
per cent rebate savings and that the 
insurance company had six men in 
the state. 

The closing feature of the conven- 
tion was the election of officers. The 
incumbent officials of the Connecti- 


He de- 





cut Hardware Association § are: 
Harry Mark, Ansonia, president; 
Jos. Palmer, Wallingford, first vice- 
president; Lester Hayward, Middle- 
town, second vice-president; Charles 
F. Freeman, Branford, secretary, 
and Retiring President Fred T. 
Blish, Jr., Manchester, as treasurer. 
Directors are: Wm. B. Welden, Sims- 
bury; Fred H. Wilcox, New Haven; 
Bob Seamon, Manchester; John Le 
Claire, Jewett City; Gene Morrison, 
Torrington; S. Howard Hascall, 
Hartford; George Stevens, Stafford 
Springs; C. Eugene Saunders, Nor- 
wich; Roger P. Brown, Winsted; 
Clinton Welch, Westport; Roger 
Silliman, New Canaan and Wm. 
Langdon, Bridgeport. 

Wednesday night The Nutmeggers 
gave their annual stag dinner party 
which has long been an outstanding 
feature of each Connecticut conven- 
tion. 











ATTRACTIVE BIG GAME HUNTING DISPLAY 
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Hunting displays always attract the passersby and the display we see 

in the above illustration certainly stopped ’em. This window was re- 

cently featured by Rudolph’s Hardware, Lompoc, Cal. Its designer was 

Jack Buckman, display man for that firm. Mounted heads formed the 
central display with ammunition in the foreground. 
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HELPS YOU SELL! 


WELL DISPLAYED 
.-- HALF SOLD! 


Keep good products constantly 
before your good prospects—that 
is the secret behind the outstand- 
ing success so many dealers are 
making on Foster's 1'B-M: Asphalt 
Roof Products. We give you FREE 
a beautiful metal stand that holds 
a complete line . . colorful folders 
imprinted with your name..atten- 
tion-getting newspaper electros.. 
four-color window display PLUS 
A GUARANTEE on every can to 
meet every U. S. Government 
Master Specification requiremen*. 


BM ASPHALT FIBRE 
"DM ROOF COATING 
|-B-M- Liquip ROOF CoaTING 
1-B-M- ASPHALT PLASTIC 

"Mm" ROOF COATING 


BLACK CAT Brand... A Guolity. 
Competitive Grade for Price Buyers! 





20th St. & Erie Ave., Philadelphia, Pa 


BENJAMIN FOSTER COMPANY 











AT YOUR SERVICE f 


Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the mann- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, iw all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number, 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Diree- 
tory does not give you 
the information you seek. 
write the “Who Makes 
It” Editor. He’s at your 
tervice! 
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New England 
Convention 


(Continued from page 60) 


“National Hardware Week in 1939” 
and discussed other matters of in- 
terest to hardware dealers including 
chain store competition. 

M. Rea Paul, Research Labora- 
tories, National Lead Co., Brooklyn, 
N. Y., followed with an address on 
“Styling with Paint,” showing pic- 
tures of houses painted with com- 
binations of colors in vogue at the 
present time. Slides, including tables 
containing “Simple Rules for Styling 
Certain Exteriors” and “Simple 
Rules for Styling Certain Interiors” 
were shown in the course of his talk. 

The following officers were elec- 
ted: President, Frank E. Loud, 
South Weymouth, Mass.; vice-presi- 
dent, John T. Skolfield, Gardiner, 
Me.; treasurer, Calvina O. Nichols, 
Boston. Directors—John E. Swan- 
son, Portsmouth, N. H.; A. L. 
Averill, Barre, Vt.; G. Ernest Bell. 
Stoneham, Mass.; Lincoln King, 
Portland, Me. 

The following resolutions were 
passed: 

Opposing in Massachusetts the 
Wage and Hour Bill, a 2 per cent 
gross income tax, a compulsory 
workmen’s compensation act, a bill 
for dismissal wages for employees 
discharged, an act of unemployment 
compensation insurance to employ- 
ers or one or more, a bill authoriz- 
ing corporations to engage in plumb- 
ing business and a business name 
bill. 

Opposing in Vermont a bill 
amending unemployment compensa- 
tion act making employers of four 
or more subjects to the law, a bill 
of amendment-to workmen’s com- 
pensation law, and a bill recording 
sales of firearms. 

Supporting in Vermont an unfair 
sales act, providing for certain 
limits above cost under which no 
sale can be made and which would 
tend to prohibit ruthless price-cut- 
ting in the State. 

Opposing in New Hampshire a 
painter’s licensing bill, a bill for 
the licensing of plumbers, registra- 
tion of dealers of outboard motors 
and a wage and hour law. 

Supporting in New Hampshire an 
unfair sales act, providing for cer- 
tain limits above cost under which 
no sale can be made and which 
would tend to prohibit ruthless 
price-cutting in the State. 

Opposing in Maine a painter’s 
licensing bill, an electrician’s license 




















BLAKE & LAMB 


the steel trap that 

proved its metal 

throughout America 
in 1938! 




















THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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‘ . that’s what tool users look for 
in the Auger Bits they buy—and that’s 
what they get when you sell them 


Wright Jennings Bits 


These hi quality, quick-selling bits are 
made of finely tempered crucible steel in the 


—— patterns: —— Bits, Car Bits, 
Dowel Bits and Electric Drill Bits. All 
standard sizes are available. You will find 
it well worth while to learn more about this 
popular money-making Convalco line. 
Wm coNVALCO. tome 


Connecticut Valley Wig. Co 
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CRNTEREROOE - CRPRECTICIT 


How to Turn BUGS 
into PROFITS 


Just ask your customers with gardens whether 
bugs are spoiling their plants. The answer, of 
course, will be “Yes.”’ Offer them Red Arrow 
Garden Spray. Here’s why they'll buy—and 
you'll profit. 

Tell them “You need Red Arrow Garden 
Spray. It’s easy to mix and use, kills garden 
insects quickly, and it’s safe. Inexpensive, too. 
This 35¢ bottle makes several gallons of spray. 
This dollar bottle makes four times as much 
at less than three times the cost, and probably 
will last you all summer. You want the dollar 
bottle? Thanks. You'll find the simple direc- 
tions in this folder.” 

There’s many a profit in this ‘angle’ 
because Red Arrow, in the No. 720 Assort- 
ment pays you nearly 100°, mark-up. Be 
ready for the first “bug.’’ Remember—Red 
\rrow will be advertised this summer in more 
magazines, to more people, than any garden 
insecticide has ever been advertised before 
Order now from your jobber, or, for further 
information and selling ideas, write to: 

THE McCORMICK SALES CO. 
403 Light St., Baltimore, Maryland 
McCormick & Co. (Canada) Ltd., Toronto 











bill and a $30 Pension act or Maine 
prosperity payments. 

Supporting in Maine a bill for 
closing out sales providing for the 
successful curbing of unfair close- 
out sales by certain types of mer- 
chants. 

Opposing a bill introduced in 
Congress repealing the Tydings- 
Miller enabling act called the Tyd- 
ings-Miller Repeal. 

A resolution was passed that no 
action be taken by the association 
on the Patman Chain Store Tax Bill 





and a law known as the Federal 
Firearms Act No. 785. 

The report of the resolutions com- 
mittee ended with the words, “In 
closing this report, we wish to com- 
mend our secretary, George G. Hoy, 
for his arduous work and congratu- 
late him on the results which he 
has attained since he has been with 
us.” 

Mr. Hoy, who is to join the staff 
of Harpware AGE, received a num- 
ber of tributes from members during 
the convention. 





Southern California Convention 


(Continued from page 58) 


fixed expense increases mean we 
cannot operate on the 33 1/3 dis- 
count. During Hardware Week, we 
must have a store full of specials, 
not just one or two items and the 
jobbers must cooperate with us so 
that the specials will have a real 
consumer appeal, he said. 

Carl Messman, Pasadena, pleaded 
for an “appeasement” policy as he 
fathered the suggestion of the job- 
bers combining to employ a joint 
roving field sales executive whose 
job it would be to go among the 
trade in order to gain first hand 
information. 

Leo V. Butler, Los Angeles, offered 
the suggestion that jobbers’ display 
rooms should be so all inclusive that 
a dealer would be able to visualize 
all the items carried by the whole- 
saler. He emphasized the need of 
the jobbers getting and presenting 
new goods to the retailers much 
sooner than they now do, as these 
goods are invariably on the shelves 
of the chain stores long before the 
jobber stocks them. Smaller amounts 
in standard packages was also ad- 
vocated as this would enable the 
retailer to keep his stock in a more 
liquid condition. 


Supplying New Items 


Maurice Hellman. Los Angeles. 
also felt that the jobbers are not 
fast enough in supplying retailers 
with new items. More specials are 
needed. this speaker felt, in order 
that the independent owner can 
compete better with the chains. 

In an open discussion on handling 
loss leaders. it was the consensus of 
opinion that it is better merchan- 
dising to sell highly competitive 
merchandise at competitive prices. 
rather than not carry the items and 
even selling them at a_ slightly 
higher price. 





Workings of the California Fair 
Trade Law proved that the drug- 
gists are far more aggressive than 
hardware men in having items put 
under the beneficial protection of 
this law. As explained by J. V. 
Guilfoyle, this association was the 
father of this law which has been 
adopted by nearly every state in the 
Union. It was pointed out how the 
law protects the manufacturer, the 
wholesaler and the retailer, equally 
well. 


Planned Purchases 


Hobart M. Thomas, Creston, lowa, 
director NRHA, advocated planned 
purchases a month in advance. This 
he believes to be a real necessity 
in order for a hardware store to get 
the necessary stock turnover as it 
will give a merchant a wider variety 
of goods on hand with no increased 
inventory. Better displays, both in- 
terior and windows, at all times of 
the year are vital. All hardware 
dealers were told of the many bene- 
fits arising from complete coopera- 
tion in promoting National Hard- 
ware Week. “No better method of 
acquainting people with the re- 
sources of one’s store and of stimu- 
lating store traffic than by going 
wholeheartedly into National Hard- 
ware Week. a sales stimulant origin- 
ally sponsored by the Southern 
California Retail Hardware Asscia- 
tion. 


Officers Elected 


The association voted the follow- 
ing retail hardware men into office 
for the ensuing year—president. 
Herbert L. Johnson, Orange: first 
vice - president. Maurice Hellman, 
Los Angeles. Joseph V. Guilfoyle was 
again chosen as managing director. 
A second vice-president and direc- 
tors are elected by a mail vote and 
by districts. 
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Quathe Same 
ASBESTOS 


KINDLER WICKS 


FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 


THE RAYBESTOS ~ cca 



























oo—Ves, Indeed, We're Co-operatin 


Look at These Two 
| National Hardware Week 


Special Deals 





Assortment | Assortment 

7 Deal No. 12 Deal No. 11 
9—No. 10 Pint Alad- 6—No. 10 Pint Alad- 
din Vacuum Bot- din Vacuum 


tles @ $1.00.......$ 9.00 


3—No. 30 Quart 
Aladdin Vacuum 


Bottles @ $1.75.. 5.25 
3—No. 099 Aladdin 


Bottles @ $1.00. 6.00 
3—No. 30 Quart 

Aladdin Vacuum 

Bottles @ $1.75.. 5.25 
3—No. 417X Alad- 

din Thermal Jars. 


Lunch Kits with Ol ae 5.85 
No. 10 Aladdin i—No. 099 Aladdin 
Pint Bottle. Lunch Kit with 





@ B1GD....csiccesess 4.80 


POEM nics $19.05 | 
Discount 30—5% 6.38 Disc. 30—5% off 6.27 
NET COST.......$12.67| | NET COST........$12.43 


Included with the above is 1— Included with the above is 1— 
No. 15 Pint Size Aladdin Vacuum | No. 15 Pint Size Aladdin Vacuum 
Bottle which sells for $1.25—Sent | Bottle which sells for $1.25—Sent 
No Charge — Thus Your Profit} No Charge — Thus Your Profit 
Totals $7.63, or Totals $7.52, or 


GIVES YOU 60% ON YOUR COST 


Order either of the assortments shown through 
your wholesaler or direct, giving us his name. 


ALADDIN INDUSTRIES, INC. 


+ 223 West Jackson Bivd., Chicago, Ill. 


Pint Vacuum 


Bottle @........0:+ 1.60 
"TOTAL soscisic3 $18.70 
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Just One Insertion 
Sold This Hardware Store 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 


Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 


"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 


Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 


MARCH 23, 1939 








| ACT NOW FOR EXTRA PROFITS 


RING UP 
THESE EXTRA SALES 


Profit Dollars Never 
Before Possible 


@ America is calling it ‘*The Mod- 
ern Mowing Marvel.”” Champion 
attention getter in lawn mower 
history. 

And your big opportunity to 
make extra profit dollars. Elec- 
tric. The mower that pulls itself. 

“You merely steer it as you stroll 
around the lawn.” E-A-S-Y. A 
new low price. Sales you can 

make in no other way. 
the details now. 





Get your share of this business. 
Tear out the coupon now. 


Selling Season 
Starts NOW 


Roberton Mfg. Co. 302 Sheridan st 





Within a few weeks every home | nubansnemnaaientns a 
owner in town will have to think J sales opportunity in my city. | 
about his lawn. Could you ask | f 
for a better sales opportunity? | N*™ 1 
And Roberton helps dealers sell | APES Le ore _ | 
by directing vigorous advertis- | 1 
ing to your best customers. -_ _— ! 
State. ia 
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Step Up Your Sales 


WITH STEWART FENCE 
AND OTHER PRODUCTS 


I il St 


The Stewart Iron Works Co., Inc. 


637 Stewart Block Cincinnati, Ohio 


e Bu 








by more than 
a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod- 
ern service and comfort. They ap- 
preciate its convenient location. 
And their budgets approve the rates 
which make it the 
big hotel value 
in Philadelphia. 


1200 rooms. 





Complete fa- 
cilities for 
meetings, 
from small 
groups to 
coaventions. 


THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLBEY, Managing Director 


Philadelphia 

















M-W. Spokane Associate Congress 


Discusses Optimistic Outlook 


HE sixth annual Marshall- 
Wells Co. Associate Stores con- 
gress was held at company head- 
quarters in Spokane, Wash., Feb. 20 
to 22. Luncheons and dinners were 
held at various Spokane hotels dur- 
ing the three days of the congress. 
Meetings officially began Monday 
morning with W. H. Salyer presid- 
ing. Following a brief outline of 
plans for the congress, Mr. Salyer 
introduced J. T. Elson, manager of 
the Marshall- Wells Co. Spokane 
house, who delivered the opening 
address. 


Interesting “Interview” 


Following the address there was 
an interesting dialogue between Mr. 
Elson and Richard Devine of the 
Syverson-Kelly Advertising Agency 
of Spokane. Mr. Devine “inter- 
viewed” Mr. Elson on a variety of 
subjects including business condi- 
tions and prospects in the Pacific 
Northwest, foreign conditions and 
plans of the organization to meet 
competition of all kinds. Emphasis 
was also placed on the purposes of 
the Associated plan and the advan- 
tages of cooperation. 

Mr. Salyer then followed with a 
detailed outline of definite promo- 
tional plans for “increasing your 
business and ours in 1939.” 

The afternoon session was given 
over to a number of speakers. G. L. 
Eden of the company staff, spoke 
on the new Zenith refrigerator line 
for 1939. Austin Eng, from head- 
quarters, and Paul Zimmer of the 
house staff described the “Master 
Painter” line. C. A. Boiteau, Bird 
& Son, East Walpole, Mass., spoke 
on the subject of floor coverings. 

B. B. Turner, sales manager 
Globe - American Corp., Kokoma, 
Ind., appeared for the third consecu- 
tive time at Spokane meetings. At 
previous meetings he had discussed 
the principle of Dutch Oven cookery 
but at this meeting he confined him- 
self more to the subject of the mar- 
ket for and profit possibilities in 
the appliance available for wood, 
coal, gas, oil or electricity, and with 
the assistance of Miss Harriet Hall 
and Mrs. W. H. Salyer, conducted 
an interesting cooking demonstra- 
tion. 

The first speaker of the morning 
session on Feb. 21 was George Mil- 
ligan, Portland, Ore., Pacific Coast 





manager for E. C. Atkins & Co., 
who showed Atkins saws and com- 
mented upon the three handsaws 
constituting his firm’s “special” for 
National Hardware Week. Mr. Sal- 
yer followed him and stressed the 
importance of the week. Later at 
luncheon, Dale Strong, secretary of 
the Pacific Northwest Hardware 
and Implement Association, spoke 
upon the same subject and gave 
additional information regarding 
the plans which had been made 
for it. 

Louis Olson, P. & C. Tool Co., 
Portland, demonstrated new items 
in his tool line. R. P. Haskins and 
C. A. Miller demonstrated the Ser- 
vel Electrolux line of gas and kero- 
sene refrigerators and were fol- 
lowed by G. Gerlock, “Flamo” divi- 
sion of Standard Oil, who spoke on 
“Flamo” bottled gas. Alan A. 
Green, Revere Copper & Brass, Inc., 
Rome, N. Y., showed his firm’s new 
line of copper-clad stainless steel 
kitchen “utensils. - Frank Dietz, 
Columbia Steel Co., told of an im- 
provement in galvanized nails and 
demonstrated the USS new storm- 
seal roofing. Don Burcham, Conti- 
nental Radio & Television Co., 
spoke upon the Admiral line of 
radios. 

Fred F. Smith, Coleman Lamp & 
Stove Co., spoke during the morn- 
ing session of the last day of the 
congress and discussed heating and 
air conditioning and the Coleman 
line of oil heaters. 


One of the features of the lunch- 
eon was the showing of the tech- 
nicolor motion picture, “The Story 
of Steel,” by courtesy of the Colum- 
bia Steel Co. 


Final Speakers 


Final speakers of the congress 
were G. L. Eden, who spoke on 
Zenith tires, Auto King oil and 
Zenith washers; Walter Nugent, 
representing the Gillette Rubber 
Co.; A. E. Borderud, who discussed 
the line of Red Jack pumps and 
Nalco water softeners; Walter Pow- 
ell, who spoke on Remington guns 
and cutlery and Peters ammunition, 
and George Chenoweth, the New 
Departure coaster brake. The con- 
cluding address was by Walter 
Powell, Portland, Ore., Mazda lamp 
division of General Electric Co. 
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Sales Soared When Windows Were Remodeled 


(Continued from page 36) 


ways spotless and even electric 
light globes are washed regularly. 
Learning that a globe will burn 
long beyond its rated service limit, 
but with decreased illumination 
and increased current consump- 
tion, Mr. Fisher adopted the policy 
of replacing all globes before they 
burn out. For his former 200- 
watt globes he substituted 150-watt 
lamps with reflectors which give 
more light and have reduced his 
electrical bill $15 a month. 

Rental fees for a floor sander 
brought a return of over 200 per 
cent on the investment last year 
and in addition the machine helped 
sell $137.31 worth of sandpaper. 
A motor-driven paint agitator at- 
tracts painters because it relieves 
them of the job of stirring up 
paint with a ladle. Then there’s 
an unusually large stock of bolts, 
screws, pipe connections and simi- 
lar items which attract business 
because craftsmen are always sure 


of finding what they want at “Os- 
car's.” 

It was in 1913 that Mr. Fisher 
opened his first hardware store 
with a capital of $145. In 1921 
he erected his own two-story build- 
ing with a street level floor space 
of 110 by 47 ft. at the present 
location. Next year he plans to 
build a two-story warehouse at the 
rear of his lot. This will free 
store space now used for storage, 
provide room for still better dis- 
play of stocks and permit larger 
purchases at favorable prices. 

Mr. Fisher is a director of the 
Chicago Retail Hardware Associa- 
tion and also of the Ace Hardware 
Corporation. He is getting on in 
his business because he is always 
studying how to make the best bet- 
ter. His community, too, has 
learned the truth of the slogan set 
in the tiled floor of his store en- 
trance. It reads “Oscar Treats 


You Right.” 








ELECTRICAL SUPPLIES ON DISPLAY 


move 





RNIZE YOUR gates: 
WITH WARNER'S Be, ME}, 


¢, ELECTRICAL Fi 


TTINGS is 

















It’s always a difficult job to show a large number of small items ef- 

fectively in a large space but the Warner Hardware Co., Minneapolis, 

Minn., seems to have overcome the difficulty and accomplished its 

purpose in a decidedly effective manner. This window, as may be gath- 

ered from the sign, featured electrical supplies. Note the effective back- 

ground of this window. It serves to give each item a distinct individu- 
ality of its own. 
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Cabinet Size 
30”x14"x37%” 


Drawer Size 
9”x12"x3%” Hi. 


17° 


27 DRAWER 


STEEL UTILITY CABINET 


Can be used not only in your own store for 
small parts, but this 27-drawer cabinet can 
be sold to your regular trade. Ideal for 
samples, factory parts, catalogues or other 
merchandise. Made of cold rolled steel, 
electrically welded throughout. Olive green 
finish. Adjustable steel partitions available. 


Write for Dealer’s Discount 


STANDARD STEEL PRODUCTS CO. 
380 MAIN STREET, POUGHKEEPSIE, N. Y. 





YANDSE 


Tool of 100/ Uses ems 






The biggest sell- 
ing tool of this 
type and a steady 
year-around profit 
maker for you. 
Small stock in- 
vestment and 
rapid turn over. Continuous advertis- 
ing in more than 50 publications in 
national, industrial, professional and 
special fields directs buyers to hard- 
ware dealers for demonstrations. 
Repairmen, inventors, hobbyists and 
mechanics prefer the Handee because 
of unequalled performance. Each sale 
creates substantial repeat business for 
the 300 accessories to grind, drill, pol- 
ish, cut, rout, saw, sand, carve, en- 
grave, etc. 
Standard Model $10.75 with 3 Accessories, 
De Luxe Model $18.50 with 6 Accessories. 


Accessory Display Case 

Increases accessory sales up to 40%. 
Glass-top, dust-proof case contains 87 
livest varieties of the 
fastest - selling acces- 
sories. 

Handee Portable 
Electric Ironer 

The sensational new ap- 
pliance that retails for 
$26.95 offers you a real 
opportunity to compete 
for the first time with 
volume sellers of home 
appliances. 


Send for Special Deals and Catalog 
CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 

1101 W. Monroe St. Dept. HA. Chicago, I. 
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A popular buy-word 


National 


HARDWARE 














BE iipe score of years that these fine 
products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 





National Manufacturing 
Company 
STERLING - - « ILLINOIS 


No. 12 
SELLS ITSELF 


Carries its own scenery, puts on its own 

performance and drags the money in 

at the box office. Just a way of saying 
(1) Packed for Counter Display 


(2) Demonstrates Performance without 
a Sales Talk 


(3) Pays a Good.-Profit 
Put the No. 12 Porter Clipper on your 
counter and let Mr. Home Owner do 
the rest —it’s a tool he can’t resist. 
Cuts heavy wire, rods, and bolts — 
starting in where the ordinary one- 
hand nipper leaves off. Compact, but 
large enough for average household use. 





















lV 
CUTTERS 


retailing at $3.00 


Eye-catching display box 
in bright colors. 


Send for catalog 
H. K. PORTER, INC. 
17 ASHLAND ST., Everett, Mass. 
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Alabama, The Retail Hardware 
Assn. of, convention and exhibit, May 
16, 17 and 18, 1939, at Mobile, Ala. 
J. H. Crowe, 410 N. 21st St., Birming- 


ham, Ala., is secretary-treasurer. 


American Hardware Manufactur- 
ers Assn. semi-annual convention and 
Southern Hardware Jobbers’ annual 
convention, April 17-20, 1939, at Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. McAl- 
lister, Grant Bldg., Atlanta, Ga., is 
secretary-treasurer of the jobbers’ asso- 
ciation. 

Carolinas, Hardware Assn. of, June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 

Credit Congress, 44th Annual Con- 
gress, sponsored by National Associa- 
tion of Credit Men, Grand Rapids, 
Mich., June 12-15, 1939. Henry H. 
Heimann, One Park Ave., New York 
City, is executive manager. 


Eastern Hardware Golf Assn., 
annual golf tournament, June 1-3, 1939, 
Cavalier Hotel, Virginia Beach, Va. 
H. L. Gilliam, 9 Rockefeller Plaza, 
New York City, is secretary-treasurer 
of the association. 


Homefurnishings, International 
Market, June 5 to 17, 1939, in the 
Merchandise Mart, Chicago. 


Housewares Show, sponsored by 
New York Housewares Mfrs. Assn., 
July 10-15, 1939, at ‘Hotel Astor, New 
York City. Mrs. Flo English, Hotel 
Pennsylvania, New York, is secretary. 

Joint Southern Convention of the 
American Hardware Manufacturers’ 
Assn. and the Southern Hardware Job- 
bers’ Assn., April 17-20, 1939, at the 
Hotel Roosevelt, New Orleans, La. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association, and T. 
W. McAllister, Grant Bldg., Atlanta, 
Ga., is secretary-treasurer of the job- 
bers’ association. 

National Contract Hardware 
Assn., convention and exhibit, Oct. 2-5, 
1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 


National Retail Hardware Con- 


gress, July 17-20, 1939, at Netherland: 


Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 





Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


National Small Business Men’s 
Assn., Akron, Ohio, annual convention, 
June 27, 28 and 29, 1939, at Detroit, 
Mich. DeWitt M. Emery, is president. 

Southern Hardware Jobbers Assn. 
annual convention and American Hard- 
ware Mfrs. Assn. semi-annual conven- 
tion, April 17-20, 1939, at Hotel Roose- 
velt, New Orleans, La. T. W. McAllister. 
Grant Bldg., Atlanta, Ga., is secretary- 
treasurer of the jobbers’ association. 
Charles F. Rockwell, 342 Madison Ave.., 
New York City, is secretary-treasurer of 
the manufacturers’ association. 

Toy Fair, April 17-29, 1939 at the 
McAlpin Hotel, New York City. Spon- 
sored by The Toy Manufacturers of 
The U. S. A., Inc.. 200 Fifth Ave., New 
York City. 

Triple Convention of the American 
Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 25 
to June 1, 1939, on S. S. Monarch of 
Bermuda on a cruise to Bermuda. Sec- 
retary of the American Assn., R. Ken- 
nedy Hanson, 1108 Clark Bldg., Pitts- 
burgh, Pa.; National Assn., H. R. 
Rinehart, 505 Arch St., Philadelphia, 
and Southern Assn., Alvin M. Smith, 
Smith-Courtney Co., Richmond, Va. 





“Circle Ess” Key Cutter 


This inexpensive key cutting machine 
is capable of duplicating all types of 
flat keys and the lever cuts on bit keys 
without changing cutters. It is motor 
driven and uses a bench space of 9 
sq. in. Motor can either be mounted 
behind, above or below. Special ad- 
justing nut is said to eliminate all 
possibilities of bearing end play; 2% 
in. diameter slotting cutter .040 in. 
thick, made of finest tool steel, provides 
one cutter for all cuts. F. W. Stewart 
Mfg. Corp., 342 West Huron Street, 
Chicago. 


HARDWARE AGE 








ns 
















GAMMON Reflector Spinners 










































e Sales strike a new high when the GAMMON Reflector Spin- 
a ner is shown in operation as illustrated here. The Spinner re- 
volves—drawing everyone's eyes to your windows—and sells 
itself on sight! It is an integral part of modern fireplace equip- 
ment and is ready for instant use. 
, FREE Striking Counter or Window Display Cord is sent with 
“a each dozen Spinners. 
10n, 
roit, 
lent. 3. W. GAMMON 
ssn. ST. Ni aw YORK, N.Y. 
ard- 
ven- 
ose- 
iter. 
ary- 
ion. 
ve., Window screen frames and screen doors 
r of are easily made with self-squaring Micklin 
Metal Corners. Lead-coated steel, takes ‘our customers be- 
paint without priming. Micklin Dual Cor- . A real value for P irs ws.” no springs. 
the ners reinforce both sides of wood. Mopet “D cause it has no“ ja Nothing to get 
pon- Diagonal channel base permanently no excessive Prall yolish from end 
of prevents sagging. Micklin Single out of order. , ae a yped to insure 
lew Corners applied to back of frame to end, oiled oT : i on chuck 
without removing wire or other fresh Sait cn nrengih. Lengths 
— — ia eat ’ h F Cc. _ ad 12 to 36 inches. Full dealer 
rib. mete ee EE lead discounts. 
rib- 
. WwW. J. DENINIS & co. | MAYHEW SZEtt PRopucts « inc. 
of 2110-20 WEST LAKE ST. <<< CHICAGO Shelburne Falls, Massachusetts 
3ec- 
en- e 
tts- 
R. 


ia Want a Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 
Hardware Age will put vou in touch with TRADE MARK REG. U.S. PAT. OFFICE 
ine Hardware concerns who want help and look 
of for it in the Trade-paper that reaches the 

eys greatest number of readers. 3) R A N D VA C U U M WA R E 
Send your copy with remittance to 


+ MADE ONLY BY 
ted "4 7 
HARDWARE AGE THE AMERICAN THERMOS BOTTLE COMPANY 


all Classified Oportunities Dep. 
26 239 West 39th St.. New York City NORWICH, CONNECTICUT 























CUT GLASS in a jiffy without louie 


Every Hardware Dealer who sells glass should have a Marvel 
Glass Holder. Fastens on your shelf or wall. Holds glass 
on edge. Takes salvage off smooth and clean all at one time. 
One eight inch strip of glass can be removed the full length of 
the pane of glass with the Marvel Safety Breaking Device. Write 

DAY without obligation, for literature and names of Hardware 
Dealers using. Special introductory prices. 


Sell More Screen Wire This Way 


In screen season a Marvel Roll Display Rack placed inside 
your front door, or in good weather outside, will double or 
triple your screen sales. Displays your wire—cuts, winds and 
measures automatically. Write for circular NOW! 


































MARVEL RACK.MFG.CO. INS MINNEAPOLIS, MINN. 
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STOCK THIS QUICK 
-R-= 
KILLS-RATS-ONLY 


Fast selling Rat killer——-Not a poison—harmless to 
everything but Rats. Made of oven-dried red squill 
and known everywhere for over 12 years. Nationally 
advertised in magazines, Farm and Poultry papers 
Hardware stores big cute. Powder (for Farms) 
retails for 75¢—Ready Mixed 35¢ and $1.00. A 
long profit item—a quick money maker. Hardware 








dealers write for prices. K-R-O Com Sprin 
field, Ohio. a 


CARTER itn 


‘Makes Sprinkling Sport'’ 








NOZZLE 







Ghuts 
automatically. Hand- 
pressure itrol—all 


Paes Stationary v9 Sprin- 


Hane. Won. Oran your 
Jobber Now. — 


Carter Products Corp., 702 Front Avenue, Cleveland, Ohio 








The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Sen ors ge Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
15 Hathaway Street, Boston, Mase. 

















TRICQ> 
COLOATOP 


EYE-APPEAL 
is BUY-APPEAL 


The all-colored shock-proof 
top—the color-banded carton 
and the attractive T-color 
display box are “plus val- 
ues” that SELL. And that’s 
more profit for you. 


Ask your Jobber's salesman 
for TRICO COLORTOPS. 


TRICO FUSE MFG. CO. 
Milwaukee, Wis. 


DENISTON 


“Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous “ d 
Seal'’—the lead under the head and down the 
shank actually plugs the nail hole with lead! .. 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 


tai 


CLASSIFIED 
OPPORTUNITIES 
Pages 112-113 


SHOCKPROOF 
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The “Who Makes It?’ issue of Hardware 
Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


New Canaan, Conn: Who makes 
the Cuprocide fungicides? Silliman 
Hdwe. Co. 


ANSWER: Rohm & Haas Co., 
222 W. Washington Square, Phila- 
delphia. Pa. 


Jefferson City, Mo.: Who makes 
the Heatilator for fireplaces? 
Schleer Bros. 


ANSWER: Heatilator Co., 1937 
Jaquith Street, Syracuse, N. Y. 


* * * 


Phillip, Wis.: Who makes egg 


buffers or cleaners? Baumann’s. 


ANSWER: Toolcraft Corp., 1032 
W. Fulton St., Chicago, Ill. Perfect 
Egg Cleaner Co., Montoursville, Pa. 
National Poultry Equipment Co., 
9300 Purcell Ave., Seattle, Wash. 


* * * 


Red Bank, N. J.: Who makes the 
Franciscan pottery dishes? Union 
Paper Co., Inc. 





ANSWER: Gladding, McBean & 
Co., 2901 Los Feliz Blvd., Los An- 
geles, Calif. 


Valdosta, Ga.: Who makes the 
Wolverine row boats? Whitehead 
Hdwe. Co. 


ANSWER: Wagemaker Co., 566 
So. Market Ave., Grand Rapids, 
Mich. 


Hastings, Neb.: Who makes the 
Nobrako lawn mower? J. H. Me- 
Grath Hdwe. Co. 


ANSWER: Dille & McGuire Mfg. 
Co., Richmond, Ind. 


Linden, N. J.: Who makes the 
Flame Gun Weed burning torch? 
Koenig Hdwe., Inc. 


ANSWER: Hauck Mfg. Co., 126 
10th St., Brooklyn, N. Y. 





HARDWARE ACE 


. & 
An- 


a OBE 


Qa. 
? 


Mc- 


fg. 


126 











MAKES IT?” 


information regarding sources of sapply as pro- 
vided readers of Hardware Age by the “Who Makes 
{t?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


Milwaukee, Wis.: Who makes the 
Bronco saw buck brackets? Chas. 
F. Hilgendorf, Inc. 


ANSWER: Crane Parking Co., 
1806 Belle Plaine Ave., Chicago, III. 


Wellesley, Mass.: Who makes the 
Leray insect killer which kills fleas 
on dogs, etc.? P. B. Corkum, Inc. 


ANSWER: Leray Corp., 230 
Park Ave., New York, N. Y. 


Danbury, Conn.: Who makes 
flower pots made of manure? These 
pots disintegrate in the soil adding 
fertilizer to the plant. H. E. 
Meeker. 


ANSWER: Fertile Products Co., 
Inc., 25 Wells -St., Bridgeport, Conn. 


Fremont, Ind.: Who makes the 
Blue Ribbon Milking Machines? 


Fremont Hardware Co. 


ANSWER: Electric Products 
Corp., 7 Bluff Ave., La Grange, Ml. 


Cisna Park, Ill.: Who makes the 
Puritan water softener? John 
Geiger Hardware. 
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ANSWER: Puritan Engineering 
Co., Crawfordsville, Ind. 


Asbury Park, N. J.: Who makes 
the Master paint striping tool? Laz- 
arow Bros. 


ANSWER: Wendell Mfg. Co., 
2535 N. Ashland Ave., Chicago, IIl. 


Montreal, Canada: (1) Who 
makes the Carews patent end cut- 
ting nippers? (2) Acme end cutting 
nippers? Edward Roy. 


ANSWER: (1) M. W. Robinson 
Co., 28 Warren St., New York, N. Y. 
(2) Higganum Hdwe. Co., Hig- 


ganum, Conn. 


Liberty, N. Y.: Who makes the 
Pilot radio sets? Floyd E. Hardie. 


ANSWER: Pilot Radio Corp.., 
37-06 36th St., Long Island City. 
N. ¥. 


Hereford, Texas: Who makes the 
Mirror Bright automobile polish? 
C. F. Kerr Hdwe. Co. 


ANSWER: Mirror Bright Polish 
Co., 817-21 E. Colo. St., Pasadena. 
Calif. 











19” x 14” x 6” 
Displays on Both Sides 


Junior BILLBOARD 


VALUE 
4722 
YOU PAY ONLY $3.34 —. $11.24), the ac- 
tual dealer cost for the 22 tools shown (Retail 
$5.06). The JUNIOR BILLBOARD and Display 
Panel absolutely FREE. 
What a display! Nothing else like it for counter 
or window. Stops ‘em coming and going. Beauti- 
fully made—like a metal cabinet. Green enamel 
finish. Can be illuminated through ground glass 
base. Displays interchangeable. 
ORDER ‘'NO 173" FROM YOUR JOBBER, 
. = us $3.34 with YOUR JOBBER'S 


Descriptive Circular FREE. See covers of April 
Hardware Age and Hardware Retailer. 


LANDON P. SMITH, INC. 





IRVINGTON, N. J. 








A Popular Selling 
Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire. 
















Qne man can stretch the wire with 
this implement and nail it to the post 

without assistance. The 3-foot 
‘i wooden handle or lever is fitted with 
4 sturdy malleable iron pincers with 
Serrated Steel Grips warranted not 
to slip. The 


Townsend 
Wire Stretcher 


stretches to the last post at the end of the 
fence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made espe- 
cially for it. Also ideal for tightening 
bands and wire on large shipping boxes, 
crates and bales. Send for Folder and 
Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 




















Classihied Opporvtumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ Clansified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words.... $3.00 


All capitals, maximum, 50 words.. 4.00 
Each additional word...... .06 


Positions Wanted 


(Special Rate) set solid, maximum, 
a aa res .50 
Each additional word 01 
il. ow Seven Words for Keyed Adare 88 0T Y our Address 
BOXED DISPLAY seeneend 
GE TR ned cnet nda ncceecan 5.00 
Each additional inch ........ 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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Positioms Wanted | 


| = Positions Wanted 








HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





SALESMAN AND BUILDERS’ HARD- 
WARE CONTRACT MAN, 20 years’ experience. 
Married, willing to travel. Past five years with 
leading hardware manufacturer. Thorough knowl- 
edge architects’ plans and specifications on all 
classes building construction. Address—James 
H. Cornell, 882 Union Street, Brooklyn, 





SALESMAN —OVER 15 YEARS WITH 
PRESENT concern calling on hardware, paint, 
automotive, kitchenware, seed, department stores 
and variety stores throughout New England, 
selling to jobbers and dealers. Desire high-grade 
specialties acceptable to above on either commis- 
sion or salary and expense. Address Box D-401, 
que of Harpware Acz, 239 W. 39th St., N. Y. 

ity. 





ISIDORE POLONSKY, 26, MARRIED, 
NOW CONNECTED with a large factory and 
mill supply house desires to change. ith 8 
years of experience in the various fields of hard- 
ware I feel that I can handle anything in the 
hardware line. Will travel if necessary. Home 
Address—1064 57th St., Brooklyn, N. Y 


SALESMAN, FULLY QUALIFIED BY 

OVER twenty years’ experience as buyer and 
manager in hardware, paints, housefurnishings, 
etc., now employed in interior Penna. City. Know 
lines and can produce. Present employers dis- 
continuing business at termination of present 
lease. Locate anywhere. Address Box a 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 
MANUFACTURER'S _ AGENT, 36, MAR. 
RIED, WITH strong following in Metropolitan 
territory New York and New ae with hard- 
ware and housefurnishing jobbers, chain stores, 
and large retail dealers, desires to represent 
manufacturer on straight commission basis. Four- 
teen years’ experience, good record, excellent ref- 
erences. Address Box D-404, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 








INCREASE YOUR SALES THROUGH EX- 
PORT—export sales engineer seeks connection 
with small manufacturer desiring to enter for- 
eign markets. Graduate engineer, thoroughly ex- 
perienced in studying world-wide markets and 
export advertising with complete knowledge of 
export procedure and details, will develop this 
branch of your sales. Address Box D-399, care of 
Harpware Acer, 239 W. 39th St., N. Y. City. 





SALESMAN—18 YEARS’ SELLING EX- 
PERIENCE IN Metropolitan area; builders’ hard- 
ware, padlocks, night latches, key blanks and 
key machines. Jobbing and retail trade following. 
Address Box D-387, care of Harpware Acs, 239 
W. 39th St., N. Y. City. 





HARDWARE SALESMAN, SINGLE, 15 
YEARS’ SELLING experience, ‘wishes connection 
with manufacturer selling to hardware jobbers and 
dealers in Western Pennsylvania, Eastern Ohio and 
West Virginia territory. Trade established. Un- 
questionable references. College education. Ad- 
dress Box D-319, care of Harpware Ace, 239 W. 
39th St., New York City. 


HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, kkeeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box D-316, care of 
Harpware Ace, 239 W. 39th St., New York City. 








SALESMAN, WHOLESALE, HARDWARE, 
HOUSEFURNISHING, with following, desires 
change. Married. Age 38. Was in business for 
myself; know the requirements of the retailer. 
20 years’ experience. Paint knowledge and retail 
selling. Will consider factory representation in 
and around New York City area. Best of ref- 
erences. Address Box D-393, care of Harpware 
Ace, 239 W. 39th St., N. x City. 


FACTORY SALES REPRESENTATIVE— 
ON QUALITY TOOLS, with 15 years’ success- 
ful record—‘‘on the road.” Experienced also in 
dealer promotion work covering New England, 
New York States, Canada, Great Britain, and the 
continent (Export). Excellent educational back- 
ground and credentials. Accustomed to difficult 








assignments and responsibility; dependable. Mod- 
erate salary. Now available. Address Box 
D-365, care of Harpware Ace, 239 W. 39th St.. 
N. Y. City. 





HARDWARE MAN OF PROGRESSIVE 
ABILITY. Thoroughly experienced in general 
hardware, including all kindred lines such as sold 
by large first-class wholesale or retail hardware 
business, also mill and factory supplies. I am 
a_ successful traveling salesman for jobber and 
distributor, also aggressive sales manager. Pro- 
ductive retail store manager, capable of carrying 
out effectively and successfully progressive rin- 
ciples of store and b admin- 
here. Am mar- 
initiative, con- 

dependability, 
Strictly tem- 

D-378, care 
Y. City. 





istration. Willing to go anyw 
ried, have pleasing personality, 
structive ability, resourcefulness, 
fidelity and integrity. Protestant. 
perate. Trustworthy. ddress Box 
of Harpware Ace, 239 W. 39th St., N. 





AMBITIOUS AND CAPABLE YOUNG 
MAN, 25, am now employed and desire another 
position but only one with future. Have had 
6 years of thorough experience in all types of 
hardware, including machinery, and have acted 


in selling and buying capacities. College. Ref- 
erences. Address be D-398, care of HarDWARE 
Ace, 239 W. 39th St., N. Y. City. 





SALESMAN WOULD LIKE TO REPRE- 
SENT a manufacturer to hardware, mill supply 
and plumbing supply jobbers and wholesalers in 
Metropolitan New York territory on commission 
basis. Well acquainted with trade. Address Box 
D-396, care of Harpware AGE, 239 W. 39th St., 
N. Y. City. 





HARDWARE MAN, 12 YEARS’ EXPERI- 
ENCE IN hardware, paint, plumbing, electrical 
and janitor supply line. Expert in all branches 
of locksmithing. Know prices and discounts on 
all materials; experienced buyer and salesman, 
inside or outside. Own car. Seek position with 
hardware firm where there is a chance for re- 
sponsibility and advancement. Address — So) 
Shapiro, 1245 Strattford Ave., Bronx, N. Y. City. 





SEASONED SALES EXECUTIVE SUC. 
CESSFULLY EMPLOYED, desires to make new 
connection. Thorough knowledge of paint, var- 
nishes and allied materials including roofings 
sold to jobbers and retailers, also high-priced in- 
dustrial maintenance paints. Good organizer and 
sales builder, strong personal following, excellent 
references, including present employer. Address 
Box D-382, care of Harpware Ace, 239 W. 39th 
Se., N. Y. Site 


SALESMAN NOW WITH JOBBER SEEKS 
chance to represent nationally known manufac- 
turer. Age 39, married; seventeen years’ success- 
ful sales experience. Familiar with all branches 
of hardware, automobile supplies, radio, sporting 
goods, also builders’ hardware including contract 
work. Now located in upper New York State, 
however will consider any location. No objection 
to extensive travel. Salary and expense or 





salary, expense and bonus arrangement. Ad- 
dress Box D-392, care of Harpware Age, 239 
W. 39th St., N. Y. City. 





BIG BUSINESS METHODS CAN BE suc- 
cessfully applied to retail hardware store by 
young executive. Twenty years’ experience hard- 
ware, mill supplies, machinery as storeman, ware- 
houseman, store manager, sales correspondent, as- 
sistant purchasing agent large tool maker. Thor- 
oughly versed in selling, sales letters, direct mail 
sales, mailing lists, buying, inventory control. 
Familiar marine hardware, boats. Desire locate 
Atlantic coast or navigable river with oom size 
hardware store. Salary secondary. Age thirty- 
seven. Address Box D-394, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 








Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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| = Accounts Wanted | 








24 YEARS’ EXPERIENCE SELLING RE. 
TAIL and wholesale hardware, toys, sporting 
goods, mill, factory, plumbing and electrical sup- 
plies, radios, experienced in window display, store 
departmentizing, showcard and sign work, news- 
paper advertising. Wish to locate with good 
reliable firm, available at once. Am a producer 
for the best of results. Address Box D-379, care 
of Harpware Acg, 239 W. 39th St., N. Y. City. 


WANTED: SALESMEN NOW SELLING 
HOUSEWARES to hardware dealers, depart- 
ment stores, and other dealer outlets, who can 
properly handle additional line of cast aluminum 
utensils, pressure cookers, hotel ware. Must 
thoroughly cover territory by car—commission 
basis—exclusive territory. Give complete details 
—confidential. Address—National Aluminum 
Mfg. Company, Peoria, Illinois. 

















LARGE NEW YORK WHOLESALE HARD- 
WARE and housefurnishing house requires ser- 
vices of salesmen with thorough knowledge of the 
line, and who have an established trade. Our 
line is diversified, stocks complete, prices right, 

lendid opportunity for aggressive men. Terri- 





Side-Line Salesmen Wanted 


‘To salesmen now calling on Hardware, Variety and 
General Stores in small towns and cities, we offer 
a good, staple side line of 10¢ and 25¢ Paints on 
a commission basis. Write advising territory covered 
and lines now carried. 


Address Box S -362 care of pagowane AGE, 
239 W. 39th Street, N. City 














[IF YOU CAN USE A main profitable side 
line that will pay your traveling expenses plus, 
communicate with us giving all information about 
yourself. Factories you now represent, territory 
you cover, etc. This is not a penny business. 
Steel cabinets, chromium goods, lamps, wood 
novelty furniture, etc. Address—The Walter S. 
Kraus Company, Woodside, New York. 





MEN WANTED: AT LAST—A fast action, 
superb side line. New, badly needed, inexpensive 
home tool that saves its cost weekly. qually 
useful everywhere else. No competition. Five 
minutes’ demonstration sells most dealers. End- 
less market. Clever repeat feature. Many job- 
bers already opened. State territory covered, how 
often and how long. Address Box D-403, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


EXPERIENCED SALESMEN WANTED— 
ESTABLISHED HIGHLY RATED firm—best 
grade mechanics’ tools. One _territory—New 
England; Second—Ohio, Michigan, Indiana; 
Third—Southeast. To sell on commission basis. 
If successful, small drawing account. Should 
handle one or two allied lines and be familiar 
with mechanics’ tools, no other need apply. Give 
particulars. Address Box D-381, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 








SALESMAN WANTED BY RESPONSIBLE 
MANUFACTURER to sell five complete lines, or 
grades, of aluminum ware to hardware stores. 
housefurnishing trade, etc. Commission—paid 
weekly. Protected territory. Give full informa- 
tion regarding experience. State territory worked. 
Address—Illinois Pure Aluminum Company, Le- 
mont, Illinois. 


tories open, Massachusetts, Rhode Island, West- 
chester, New Jersey and New York. Commission 
basis. State past five years’ employment. Ap- 
plications confidential. Address Box D-344, care 
f Harpware AGE, 239 W. 39th Street, N. Y. 
ity 


|  fccounts Wanted | 











MANUFACTURERS’ REPRESENTATIVE 
WITH 15 YEARS OF SUCCESSFUL SELL- 
ING EXPERIENCE DESIRES ONE OR TWO 
OUTSTANDING LINES WITH VOLUME 
POSSIBILITIES FOR DISTRIBUTION 
THROUGH LEADING HARDWARE AND IN- 
DUSTRIAL JOBBING CHANNELS IN THE 
STATES OF OREGON, WASHINGTON, 
IDAHO, MONTANA, WYOMING, UTAH 
AND COLORADO, "EXCELLENT _REF- 
ERENCES CONCERNING SALES ABILITY 
AND CHARACTER. ADDRESS BOX D-395, 
CARE OF HARDWARE AGE, 239 W. 39TH 
See . Es CHES. 











| Basiness Opportunitien | 
3 











. . . 
Mill Supplies Business 
in Metropolitan Area, long established, requires 
$5,000 to $10,000 additional capital and with it 
the services of either a quotation man or one used 
to calling on factories. The time and the oppor- 
tunity are right for the right man, 


Address Box D-402, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City. 





Well Known, Aggressive Organization 


well established in the West Coast States for past 
9 years, can take on commission basis one other 
account of high grade, dependable specialties for 
hardware, electrical and dime store trade. Satis- 
factory references offered 


Address CLAUDE MICHAEL AGENCY 
109 East Dorat Street, Glendale, California 














ts 





FOR SALE 


Going hardware, furniture and sporting goods busi- 
ness in northern Wyoming. Established over thirty 
years. Merchandise and fixtures will inventory 
about $20,000. Store building 50 x 70. ill 
sell building or give long time lease. Two large 
store houses in connection. Owner wishes to retire. 
Address Box D-400, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City. 











ESTABLISHED CANADIAN FIRM SELL- 
ING TO wholesaler hardware trade, plumbing 
jobbers and contractors throughout Canada can 
handle additional lines, preferrably merchandise 











[Help Wanted ] 








which can be partially manufactured or 
in Canada. Address Box D-374, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





COMMISSION LINES WANTED FOR 
CALIFORNIA—Oregon—Washington. Able, ag- 
gressive sales organization well established with 
the trade can handle another high-grade repeat 
line of specialties for hardware or lumber trade. 
Address Box D-389, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





ESTABLISHED MANUFACTURERS’ 
AGENTS COVERING HARDWARE, lumber, 
and sash and blind cealers throughout "New En- 
gland desire additior.al lines. Interested in a 
well diversified builders’ hardware line, and also 
combination doors, wire, tools and kindred lines. 
Commission basis. Address Box D-397, care of 





Harpware Ace, 239 W. 39th St., N. Y. City. 





WANTED: WHOLESALE HARDWARE 
BUYER: ILLINOIS wholesaler needs services 
of thoroughly experienced man competent in 
hardware, electrical, plumbing, housewares, fa- 
miliar with sources of supply and now or recently 
engaged in buying so as to assure up- -to-date con- 
tacts and experience. Applicants must state quali- 
fications, age and experience in detail to be con- 
sidered. Address Box 7667-A, care of Harpware 
Acez, 1012 Otis Bldg., Chicago, Ill. 


MANAGER WANTED IMMEDIATELY — 
RETAIL HARDWARE business. Gentile. Small 
town, exceptionally prosperous rural community 
South Central New York State. Heirs offer ex- 
ceptional opportunity for young man to even- 
tually own partnership or business. Best ref- 
erences and complete managerial qualifications 








required. State experience, references, salary, 
availability. Address—R. W. Tyler, Box 244, 
Hancock, , 2 





frre You Seeking SALES REPRESENTATION 
either on a NATIONALo. SECTIONAL BASIS? 


HARDWARE AGE VERIFIED LIST 


It lists 1059 MANUFACTURERS’ AGENTS in the United States and 43 in Canada operating in the 
hardware field, giving not only their names and addresses but also the lines handled, territories covered, 
number of men traveled, branch addresses of those firms having them and the year the businesses were 


established. 


Obviously this information will prove helpful in arranging for sales representation wherever desired in 


the United States and Canada. 


HARDWARE AGE VERIFIED LIST also contains separate lists of Wholesale Shelf Hardware Houses, 
Wholesale Heavy Hardware Houses, Mill Supply Distributors, Plumbers and Tinners Supplies Jobbers, 
and Chain Hardware Stores, authoritative lists that are recognized as indispensable for effectively con- 
tacting, personally or by mail, these distributors in the hardware trade. 

The price for this publication, containing all the lists stated, is $10.00 a copy. Remittance with order. 


HARDWARE AGE 
VERIFIED LIST DEPARTMENT 
New York City, New York 


239 West 39th Street 


MARCH 23, 





1939 








86% MORE BALL BEARINGS 





FAULTLESS CASTER CORPORATION 


EVANSVILLE, INDIANA P 
Branches in Principal Cities Canada Factory: Stratford, Ontario 


A NEW HIGH IN QUALITY | 


ELECTRICALLY 
REFINED STEEL 



















SERVICE 
STRENGTH 
LONG LIFE 


meee PROB UC T'S 





NORTHWESTERN STEEL & WIRE COMPANY 
Incorfrc rated. Northwestern Barb Wire Company -1879 
STERLING, ILLINOIS 














To completely satisfy your customers, ask your Jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Alarker in all sizes and 
the red, white and blue surface markers in % inch diemeter and tanger. 


Columbian Rope C y, Auburn, “The Cordage City", N.Y. 





a 





Gene" DOMES of SILENCE 
SLIDE SILENTLY = SOFTLY- SMOOTHLY 


SAVE FURNITURE 
& FLOORS-CREATE QUIET 


of Silence 


fence 


Glides 


Domes of Si 


Ua") -)-) Jae Oe 
ra 


Ask your Jobber If 
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Abrasive Prod. Co. ... 
Acme Steel Company 
Alabastine Co. 

Aladdin Industries, Inc 
Allen & Co., Inc., 8S. L 
Allen Mfg. Co. a 














Allianve Mfg. 
Altorfer Bros. Co. 
American Brass Co. .......- 
American Cabinet Hdw. Corp 
American Chain & Cable 

IMG. cccc-cccccccsee oe 
American Chain Div. .. . 
American Fork & Hoe Co., The 
American Hardware Corp., "The. 
A‘nerican Home Products ...... 


American 
American 
Inc, 
Ame rican 
American 


Safety Razor Corp. .. 
Spoige & Chamois Co., 


Steel & Wire Co. 
Thermos Bottle 
nee ererer ovens 

American Wire Fabrics Corp.. am 

Ames, Baldwin, Wyoming Co. .. 

Animal Trap _ of Ametica 

Arcade Mfg. 

Archer- Daniels. Stidiand Co 

Armstrong Bray & Co.. 

Armstrong Bros. Tool Co. 


Atlus Asbestos Co. 
Autoyre Co. 
Avery Adhesives 


Babeock Co., W. W. .....-...- 
Baker McMillen Co., The 
allonoff Metal Products Co. 
Burrett Ge, F 
sartlett Mfg. Co. 
Bassick Co., The 
Behr-Manaing Corp. 
Bemis & Call (o. ..........-+. 
Berrz co., Inc., Otto 
Bethl2hen Steel Co. 
Billings & Spencer Co. 
Wissell Carpet Sweeper Co. 
Blaisdell Pencil Wc. 
Boumer Spring Hinge Co. 
mend Electric Corp. 
Borg-Warner Corp. ..........-- 
Bonen Woven Hose & Rubber 
Hes le Co., A. 8. ore Wooil) 
Boyle Co., A. 8. (Three-in-one 


WED acest cca 
Ibrearley Co., The aes 
Brown Corp., W. R..........+- 
trush-Nu ‘So. oe 


Carborundum Cv., The 
Carey (o., The Philip 
Carnegie- Illinois Steel. Corp. 
Carrollton Metal ucts 
Carter Products Co. ...+.++++-- 
Cas:e Pioducts Corp. 

Central Commercial "G0, ‘(Sta-So) 
Chamberlin Metal Weather Strip 

Cc 


Champion Hardware o., ‘he 
Cheney Hamuier Corp., Heary. 
Chicago Lock Co. ......0s00+-- 
Chicago Roller Skate Co. 
Chicago Spring Hinge Co. 
: hicago Wheel & Mfg. Co. 
Chisholm-Ryder Co., Inc...... 
Clark Mfg. Co., 
Clayton “ ‘Lambert Mfg. Co.. 
Clemson Bros., 1 
Cleveland Brass Mfg. . 
Cleveland Chain & Mfg. Co., 
Goveland Wire Spring oo. The 
Clopay Corporation 
Clover Mfg. © 
Coburn Trolley Track Co. 
Coleman Lamp & Stove Co... 
Collins Co., The 
Columbia Steel Co. 
Columbian Rope Co. 
Connecticut Valley Mfg. Co 


“ontinental Screw Co. ......... 
Continental Steel Corp. 

ok Co., Hi. C., The......... 
Cooper Mfg. . éacmecaseances 
Crescent Tool Co. ............-. 
Cross & Co., Inc., W. W....... 
Crosley Corp., The ........... 


he 
Cycle Trades of America, Inc.... 
Cyclone Fence Co. lang 


Pe eee OM, -b ss sanade ce 
Damascur Steel resents vo. 
Dazey Chorn & Mfg 
De Laval Separates "Gn, , 
Dempster Mill Mfg. ‘ ca 
Deniston Cyv., Ihe 
Dennis & Co., W. J.. 
DeWitt Operated Hotels 
Dexter Co. 

| aye TS ‘Horseshoe (¢ 
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Disston & Sous, Inc., ay are 

Domes of Silence .... 

Draper-Maynesd ¢ Co., @..e 

du Pont = Nemours & (o., Inc. ’ 
E. L., Ray-n Deot., Oellcphane 
Div., Cellulose Fporge neeaeee 

da Pont de Nemours & Co., 


Dept., 


” Chemical Specialties .. 


Eagle Lock Co. 
Eagle Mfg. Co. 
Kugle Rule Mfg. Co. 
Eclipse Lawn Mower Co. 
iE salund 


Elastic Vi 
Electrite 
Embury Mfg. Co 
Emeo Mfg. Co. 
ximpire Level Mfg. Co. 
Breve Gag TO cceccscoscn -- 


Fate, Root, Heath Co., The .... 

Faultless Caster Corp. 

Flexible Steel Lac ag Co. 

Fiorence Stove Co............. 

Ford Motor Cempane ( By- = 
ucts Div.) 

Foster +e Benj 
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Gale Products 
Gammon, Benj. 
Gardiner Metal Co. 
Gardner Wire Co. ..........+. 
Gem Div., American Safety Ra- 
zor Ph weccacbennecbncuus 
General Electric Co. (Full Line) 
General Electric Co., Bridgeport, 
Coan., Appliance & Maxe. Lept. 
General Electric Oo., Lamp Piv. 
Geueral Motors Sales Corp. . 
Gibson Elertric Refrigerator 
SN: 665000660048, 0645604006 
Gilbert & Bennett Mfg. 
slass Coffee Brewer Corp. ..... 
Goldamith Sons Co., Inc., ‘The P. 
Goodyear Tire & Rubber Co., Inc. 
Graham Mfg. Co. .. 
Gray & Dudley Co. ........... 
Greenfield Tap & Die Corp...... 
Greenlee Tool Co. 
Grifin Mfg. So. . 
Griswold Mtg. Co., 


Hammond Paint & Chemical Co. 
Hanson Scale Co. ..........++- — 
Garris Hardware & Mfg. Co., 


Hazard tenclated Wire Works. 
Heller & Co., W. ©. 

Heller Bros. Co. 
Hibbara, Spencer, Bartlett Co.. 
Hindley Mfg. Co. 

Hotel Renja° mate Franklin 
Hotel Hollenden ...........-- 
Hoppe, Inc., Frank A. 
Horton Manufacturing cA... 
Hoyt & Worthen Tanning Corp. 
Huenefeld 
Hustler Corp. eek ase bom manes -- 


Independent Lock Uo. 
Indiana Steel & Wire Co 
Ingersoll Steel & Dise Div., 

Varner Cort. 
International Harvester Co., Inc. 
Iron Glue Div., McCormick Sales 


Co. sees 
Irwin Auger Bit Co., Bee ess 
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Jennings Mfg. O.. The Russell 
Judd Co., Ine., L. 
Justrite Mfg. Co. 
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Keil & Sons, Inc., Francis 
Kelly Axe & Tool Works 
American Fork & Hoe Co.. 
Kelvinator Div., Nash- Kelvina- 
tor Corp. 
Keuffel & _=— Co. 
Keystone Steel & Wire Co ou 
Meee & Gene, Mh. nn ccsccccces -—- 
K-R-O Company 
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Lamson & Sessions Co. . ....- 
Landers, Wrary & Clark ....... 
Laughlin Co., Thomas 
Leonard Div., Nash-Kelvina- 
tor Corp. 
Libbey-Owens-Ford Glass Co.. 
— -Schlueter Floor Machine 
Lockwood Hdwe. Mfg. Oe. ..0- 
Lowe Brothers Company, a 
Lufkin Rule Co., The 
Luther Grinder & Tool Co. .. 


ae ge Sales Co., Im., Iron 
Glwe Div. ...-ccce socccces 
McCormick ‘Sales Co., 


McKinney Mtg. | Rae 
McLaughlin, Goimley, King Co.. 
Macklanburg-Duncan Co. .... 
Majestic Company ..........-- 
Marble Arms & Mfg. Co. ...... 
Marlin Firearms Co., The..... 
Marshalltown Trowel Co. 
Marvel Rack Mfg. Co. ........ 
Master Lock Co 
Master Products Co., The .... 
Master Rule Mfg. Co., Inc...... 
Mayhew Steel Products, Ine. 
Merchandise Mart, Ihe ........ 
Metal Sponge Sales 0 ee 
— Cabinet Div. of The Phil'p 


ES I ENO er 
Mid- States Steel & Wire Co. 
Mileor Stnel Co. .......ccceee- 
Miller, Inc., Robert E. ........ 
Millers Falls Co. 
—" Paint Rejuvenator Cov., 

Dh 2606. drbagebaneenan <s.0 6 
Moore Enameling & Mfg. Cu., The 
Mvore Push Pin 
Morse Twist Drill & Machine Co 
Morgan Line, Southern Pacific 

Steamship Lines ............ 
Murphy’s Sons Co., Robert as 
Murray Ohio Mfg. Co., The..... 
Myers & Bros. Co., The F. F 


N 
Nash-Kelvinator Corp. ........ 
National Glove Co. 
— Enameling & Stamping 
National Lead Co............. 
National Mfg. 
National Pressure ‘Cooker Co. : 
National Screw & Mfg. Co., The 
Nicholson File Co. 1 
Norcross & Sons, C.#S.. 

North Bros. Mfg. Co. 
Northwestern Steel & Wire Co. 
Norton Abrasives ............. 
Norton Door Closer Co. 


Okonite Co., 
} - el io '& Ta teel Corp . 


Co., The : 
Outboard Sacios & Mfg. Co 


P 


Page Seed Co., Th 

Patent Cereals Co., The ..... 
Patent Novelty Co. 
Peck, Stow & Wilcox Co. ..... 
Pecora Paint q 
Perfection Stove a 


RS rN ere 
Pittsburgh Plate 

(Pennvernon Div.) 
nos Plate 

Sto PE sidevedesans 
Pittsburgh Steel Co. 
Plumb, Inc., Fayette R. 
Plymouth Cordage Co. 
Plymouth Rubber Co., Inc. ..... 
Porcelain Products, Inc. 
Porter, Inc., H. K. 
Precision Engineering W. c6séce 
Premax Products 
Beeme Bee, O8., TRO ..ccccces 
Proctor Electric Co. 
Progressive Mfg. Co., Inc. 


R 
Raybestos-Manhattan, Inc. (Ray- 





Reading Masdwere “Corp ee ake, 
Salen Arrow Div., MeCormick 

Remington “Arms. Co., oe gee 

Republic Steel Corporation 


maseee _ = “@ Brass ‘orp 
Rome Mfg. Div. 


MARCH 23, 1939 


Red Arrow , 
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Reynolds Wire Oo. ...........- —- 
Rich Ladder & Mfg. Co., The... -— 
Rittenhouse Co., Inc., | oa 
Rixson, Oscar C., & Co. ....... - 
Roberton Mfg. Co. RS ediee aaieee 105 
Robertson, Arthur R. 
Rochester Sash Balance Co., Inc. — 
Rogers Isinglass & Glue Co. ... 3 
Rome Mfg. Div., Revere Copper 
csr a gam bates _- 
Ruby Chemical Co. 
Russell, Burdsall & Ward Bolt & 


Nut Co. sia 
Ryerson & Son, Inc., Jos. T. .. 105 


Ss 
Sager Lock Works ... 
Samson Cordage Works» 
Sand’s Level & Tool Co. 
Sanavik Saw & Tool Corp 
Savage Arms Corp. ..... 6-7 
Schacht Rubber Mfg. Co. ; 
Schaefer Brush Mfg. Co. 


Schalk Chemical ERS cae 508 
Schatz Mfg. Co. ..........4-- _ 
Schlueter Mfg. Co. ............ - 

Sentinel Radio Corp. .......... 87 


Shapleigh Hardware Co 1 
—— Bronze Powder & Stencil 
Ce see cbaseccaviccercs 1 
Sherman Mfg. Co., H. B. _— 
Sherwin-Williams Co. » The _— 
Signal Electric Mfg. Co. we 
Simplex fg. Co. 
Smith, Inc., Landon P. 
Southern Pacific Steamship Lines 8&5 
— -Vacuum Oil Co., Bug-A- 


| RP eee ee 
Speedway Mfg. Co. - 
Standard Electric Mfg. Co. ... — 
Standard Fence Co. 
Standard Steel Products Co. ... 107 
Stanley Rule & Level Plant 
Stanley Works, The ....... Eye s 
Star Heel Plate Co. ........ _— 
@tarline, IMG. ..ccesscscs- -- 
Stearns & Co., E. C “ 
Steel Products. Miz. Meee, 82 
Sterling Bolt Co. .......... a 
Stevens Arms Co., J. 
Stewart Tron Works Co., Ine., 

rhe cer GS op earad 106 


Taylor Instrument Cos. 
—— Coal, Iron & Railroad 


Thompson & Son Co., The Henry , 

G. 00 
Thomas Products Co. .......... _- 
— By-Products & Chemical 





18 


GE « Usedecesemesseaceeesie 
Toro Nat. Co. 

Townsend Lawn Mower Co., Sam- 

ME TF csccescnesnccscesens KY 
Townsend, B. W. ..ccccccccces 111 
Toy Manufacturers of the U.S.A. 
Trico Fuse Mfg. Co. 

TROON 6. ovine ctine ccccsvcces 

Triplex Screw Co., 
Tubular Rivet & sted ee 97 
Tucker Duck & Rubber Co -- 
om. Day & Woolworth Handle 


110 


Union Fork & Hoe Co., The.... 
a ag Hardware Co. ........ — 

SB. Bieed Geep. .ccccccecs Mh. 185 
United MOewe Ge ce cccccccecess - 
Utica Drop Forge & Tool Corp 


Vv 


Vaughan Novelty Mfg. Co., Ine. 
Victor Electric Products, inc. .. 
Vichek Tool Co., The eae 


w 


Wabash Appliance Corp. 
Wagner Mfg. Co. 
Wall Ro te. & _ Ine. 
Ward M 

Warren Took Corp. 
Washburn Co., The 
Waterbury Rope Co., 
Westfield Mfg. Co. 
— Flectric & Mfg. 





Wickwire Brothers ......0.--.- 89 
Wilcox-Crittenden & Co., Inc... — 
Winchester Repeating Arms Co 
Wiss & Sons Co., J. 

Wood Shovel & Tool Co. ...... 26 
Wooster Brush Co. 
Wright Steel & Wire Co.. G. F 


¥ 


Yale & Towne Mfz. Co., The... 








Fa 


S PAGE'S Sect 


ORDER A DISPLAY CASE 
of Page’s Tested and Dated 
Seed Packets on Our 
SALE AND RETURN CONTRACT 
ONION SETS, PA-CE-CO BRAND SEED CORN. 


A full line of Selected and Tested Varieties of FIELD. 
VEGETABLE and FLOWER SEEDS. 


Write for our 1939 “At Your Service 
Wholesale Price List Since 1896.” 


THE PAGE SEED COMPANY 
P. O. BOX B-3 GREENE, N. Y. 














No workshop is complete 
without this professional 


MITRE KIT! $2.50 








Makes 45, 67% Hii - ead 
and 90 degree 10” Back- 
cuts, right or Saw 


el 
adapted for school or home workshops as it is for professional use. 
A real lifetime unit—not a toy. 
Write today for our liberal wholesale proposition. 


THE BAKER-McMILLEN CO., 343 €. mitler Ave., Akron, Ohio 














GREATEST ALUMINUM PAINT VALUE 
ever offered the Trade! 











| 


ts 
Hat eR | 


Two compartment @ 
cans with Aluminum 
Paste or Powder 
and the finest Ex- 
terior Spar Varnish 
Bronzing Liquid. 
Ready ixed Alu- 
minum Paint made 
with Aluminum 
Paste. The most 
perfectly balanced 
Ready Mixed Alu- 
minum Paint that will not tarnish or con- 
geal in,the can. 





& 
: 
i 


Order from your jobber. Jobbers: Write! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 
3000 Woodhill Road @ Cleveland, Ohio 














STICKS—-HOLDS-LASTS 


Standard overy> 
where because made 
of plenty of new live rub- 
ber that stays alive. Doesn’t 
out. Extra adhesive. “— sizes 
‘1, #2, #4 and #8. In dis- 
play containers, as shown. 


BULLDOG 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass 


115 


















There’s a place on every 
farm for MILCOR; 
Farm Building Products. 
Dealers who feature them 
sure “cash in” 









One complete, varied line to help 
you sell more material per farmer 


—to more farmers » » » 


Milcor helps you get your share of the profits in farm build- 
Milcor Bern \ 4 ing products, by providing everything you need to get this 























Ventilator 


Used with or without business. 

complete ventilating 

system. Also suited to When you show farmers how to solve a ventilating and 
dairies and creameries. S lighting problem, a roofing problem, or a watering and feed 


Requires no attention. 


problem, you win their confidence and get their orders. You 
know that popular Milcor products fulfill all their expecta- 
tions and lead them to steer the business of friends yourway. 


Milcor’s conveniently-located plants are ready to ship your 
order without delay. And when the order arrives, every 
item in it is exactly right. 


Milcor furnishes you with colorful dealer helps to build 
your sales. See your Milcor Price List for these and for 
detailed description of the complete line. If you haven't 


Milcor Round-end Stock Watering Tank one, write for yours a G-31 
Of No. 20 Gauge corrugated galvanized a 
sheet steel. Will not warp or crack easy 


to move and clean ? MizcoR. STE. zL ComPARY 


ner Sae-treee MILWAUKEE, WISCONSIN 
Galvanized Feed- . 

lea Wout CHICAGO, ILL. ¢ KANSAS CITY, MO. © LA  caoase ai 
Fen agale : BALTIMORE, MD, ¢ NEW YORK, N.Y. © ROCHESTER, N 
‘ch A agony pr’ Sales Ottices: ro Bre Minn.; Lite Rock, Ark; Dallas, hes » aoa 
7 < LU ; hi B 


sisting. Rolled edges. 








SP 


Milcor Hog House 
Ventilator 

Of galvanized sheet 

steel Provides an 

outlet for bad air 


Milcor One-Piece 
Feeding Pan 


ES a oP . - aan At ‘ y 
and offensive odors Single piece. Corrugated. ioneies ; ae kno <5 Puttyless. Made 


»p diameter: 4 
is either stationary or 


snow, wind, or N . with easily-operat 
rain. Wire netting + Seen . ed ventilating at 
around air outlet i ee ee ome ss on tachment. Frame 
keeps out birds : ei ve . . es oe 27" x 33". 


without letting in : 
diameter, 


HARDWARE AGE 
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SAVE YOUR 


BREATH, MISTER, 


You'd better get some 





Fence / 





}} VERY one knows that the best way 

“4 to protect lawns and flowers is with 
good, strong fence. But they rarely do 
anything about it until some dealer re- 
minds them. If you want more lawn fence 
and gate business, here are two sure-fire 
ways to help vou get it. 
First, display Cyclone Lawn Fence—so 
that every customer who has ever been 
bothered by dogs or careless children will 
know vou have it. 
SECOND, When customers show interest, 
point out the Cyclone “Red Tag”. The 
know that the Cyclone name has alw: 
meant long life and sturdiness in fence. 
It’s easier to sell products with a reputa- 
tion for giving a lot for the money. 

Of course, to do this, you'll need 
Cyclone “Red Tag” Lawn Fence in stock. 
Order a sample stock from your jobber 
now. By promfnently displaying both 
Cyclone Fence and the well-known 
Cyclone “Red Tag” you will get your 
customers talking with vou about their 
fence needs. Display the attractive 
Cyclone Consumer Price Chart, too. You 
will find it a real sales stimulator. It’s free 
for the asking. Write your jobber. There’s 
no reason why vour store shouldn’t be 
lawn fence headquarters in your town. 


CYCLONE “Red Tag” 
Lawn Fence comes in 
either woven or welded 
styles with gates to 
match. Ask your jobber 
to show you these types. 
There are also three at- 
tractive styles of com- 
plete Lawn Fence. 





— the name customers remember when they need steel products. 


STORMSEAL ROOFING 

TENNESEAL ROOFING 

US'S ROOFING & SIDING 
SHEETS 

AMERICAN FENCE 

CYCLONE LAWN FENCE 


GATES and FITTINGS 
AMERICAN BARBED WIRE 

HEX-CEL POULTRY NETTING 
PROTECTOR POULTRY FENCE 
STRAIGHTLINE POULTRY NETTING 
AMERICAN FUR FARM NETTING 


CYCLONE SCREEN CLOTH &@ 

HARDWARE CLOTH 
CYCLONE BURNER BASKETS 
BLUE BONNET BALE TIES 
NAILS, TACKS end STAPLES 
CLOTHES LINES 


U-S‘S CYCLONE “Re?709° LAWN FENCE and GATES 


CYCLONE FENCE COMPANY, General Offices: Waukegan, Illinois 
Branches in Principal Cities 


STANDARD FENCE COMPANY, Pacific Coast Division, Oakiand, Californio * UNITED STATES STEEL PRODUCTS COMPANY, New York, Bxport Distributors 





UNFITED SIATES Seen 


ll OOOOSl 


1843-Supp.eicu’s MvETY-SIx YEARS OF HONORABLE SERVICE~1939 


“Drixtoh pas” 


I7-N Ep 


ESTABLISHED 1843 


SHAPLE 


No. DE10145 


14, 16 and 18-inch Cut 





No. DES105 


16, 18 and 20-inch Cut 





RY oF RYN YZ 


“DIAMOND EDGE 1S_A QUALITY PLEDGE” 


Shapleigh National Series No. 2249 HARDWARE AGE 





